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Craftint offers you a brand new, complete 
CRAFT-COLOR 


Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids 

for all the Graphic Arts. Today, these mediums 
are finding an ever-widening acceptance and 

use for newspaper advertising, direct mail pieces, 
catalogues, sales manuals, maps and graphs, 
cut-away drawings, exploded views, 

production illustrations, architectural and 
engineering drawings, blueprints, television 


DOUBLETONE and motion picture titles, and many 


other phases of the Graphic Arts. 
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Inside the new red, yellow and gray cover, 27 pages have been added. The 
142 pages are filled with the world’s most complete line of shading mediums: 
adhesive-backed Craf-Tone patterns and Craf-Type alphabets, Singletone and 
Doubletone drowing papers, engravers’ top sheet, Multicolor process, Craft- 
Color colored overlay sheets, also symbols and designs. 


The catalogue contains 25 new Craf-Tone patterns and 78 new Craf-Type faces, 
many of them exclusive. Among the many new working tools featured are: 
special Photographic Red Jumbo Craf-Tone (16” x 21”) in 15 easy to place 
and align patterns for the general printing trade; Craf-Tone and Craf-Type 
sheets with special, high-melting, pressure-sensitive backing for blueprint or 
Ozalid use; Jumbo Typewriter Craf-Type alphabets, popular advertising aids 
in three fonts; ten Reverse Craf-Type faces designed for advertising and art 
departments; imported, exclusive Craf-Type alphabets from France, England, 
Germany, Holland and Switzerland. 


Craftint Shading Mediums Catalogue II is designed in a convenient 64%4”x9%" 
size with side-wire binding for easy-opening and longer wear. 


For a FREE copy of the catalogue, write on your 
letterhead to The Craftint Manufacturing Company, 
1615 Collamer Avenue, Cleveland 10, Ohio. 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK . CLEVELAND . CHICAGO 
1615 Collamer Avenue ° Cleveland 10, Ohio 





Projector rides along to sell tires 


Aboard 3 giant trailers of The 
Firestone Tire & Rubber Company 
ride 3 RCA 16mm Sound Projectors. 
They bring to dealers across the 
country the latest sales training films 
on tires and all the many other 
products in Firestone’s varied line. 


Your film programs may sell or train, 
inform or entertain. They do it per- 


Write for free film planning book 
“Film... Projectors . . . Ideas.” 


fectly every time on an RCA Pro- 
jector. Engineered with all the steady 
dependability of RCA’s famed the- 
atre line, an RCA Projector oper- 
ates like a breeze. Thread-Easy film 
path helps you get the show going in 
a jiffy. Extremely quiet operation 
keeps attention on the film. Precise 
sound reproduction gets the most 
out of every film’s sound track. 
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For firsthand proof of the simplicity 
and efficiency of these projectors, 
call in your RCA Audio-Visual 
Dealer. He'll be glad to demonstrate, 
glad to let you run your films on one. 
Look him up in the Yellow Pages 
under “*Motion Picture Equipment 
and Supplies”... very soon! Radio 
Corporation of America, Dept. 
P-283, Building 15-1, Camden 2, N.J. 


RADIO CORPORATION of AMERICA 


Audio-Visual Products, Camden, N. J. 
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39 West 60th St. 


NEW YORK 23, N.Y. 
Phone: Circle 5-8750 
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480 Lexington Ave. 
NEW YORK 17, N.Y 


SUPERTONE, INC. 
Phone: Plaza 3-9468 


ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 


* Mareh 1957 


Some risks, of course, can’t be 
avoided...but Advertising Agency 
PM’s in the know — with assign- 
ments calling for reliable and ac- 
curate rotogravure preparation — 
know they’re taking no chances 
with the specialized service of- 
fered by INTERNATIONAL COLOR 
GRAVURE and SUPERTONE...The 
preparation of color positives that 
will reproduce just as desired is 
the specialty of INTERNATIONAL 
... For dependable service in mon- 
otone gravure—it’s SUPERTONE... 
Each is staffed, equipped and pre- 
pared to help diligent PM’s carry 
the burden of their responsibili- 


ties in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


Se. 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 





Just Culuein Us 


Production as a Sales Tool 


Publishers of magazines and other periodicals write the ticket for produc- 
tion standards which advertisers and agencies are required to follow. Thus it 
is clear that working with their customers to enable them to meet these stand- 
ards easily and with minimum difficulty and expense is a big plus for publish- 
ers, not only from the standpoint of comfortable operation but sales as well. 


Some publications have recently gone out of business because their adver- 
tising volume did not keep pace with their circulation and other costs. Just 
what part improved relations on the production front might have played in post- 
poning the dissolution of these media it is not possible to say, but certainly 
they would have helped. 


One of the outstandingly successful periodical publishing houses has a 
policy of close and friendly contact with advertisers and agencies with rela- 
tion to production problems. Not only do their executives meet regularly with 
production managers, but also with suppliers such as engravers and electro- 
typers. The idea is that buyers must be completely and constantly informed 
regarding the production requirements of this company's periodicals, so that 
there will be just as few cases of misunderstanding and unsatisfactory ad re- 
production as it is humanly possible to have. 


Publishers who are having trouble on the sales front, in spite of a good 
story of editorial impact, circulation coverage and reader response, might 
well ask themselves and their sales managers, “How are we doing in informing 


and educating our customers regarding the production of advertising materials 
for our book?" 


Getting the right answer might solve a lot of problems. 
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G. D. Crain Jr. 
Publisher 
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important} move Planning an Agency Move 


Leo Burnett Co., with more than 600 employes, took two 
years of solid analysis before moving to new quarters. 


s Here’s how they looked at and handled the problem. 
so don't sacrifice a pawn till 


RosBert B. Konrkow 
you see the man from 


Ten Years of Progress in Premiums ....... 


An expert looks at the post-war boom in premiums, and 
what it means for admen today. Gorpon C. BoweENn 


The Four Keys to Better Design ... 


Two noted designers give their guides to package im- 
provement, with specific examples. 


WALTER Lippincott & GORDON MARGULIES 
What’s your product? Asphalt 
tile? Rubber hose? Shoes? 


Package Design Winners . 


A selection of the best packages of the year, as chosen by 
the Package Design Council. 


What’s New in Fluorescent Color .... 
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A special report on the newest developments in these bril- 
liant pigments and how they are being used. 


Enlarging R.O.P. Color Plates 


How the “Philadephia Daily News” turned digest-size 
color plates into plates suitable for a tabloid page. 
ALLEN SOMMERS 


A Welcome on Paper . 
No matter what your product the 


man from Elbe will show you An imaginative adman finds new ways to use, for promo- 
other sales-packed ideas from 


>S-pa tional purposes, an unusual material. MARGARET REYNOLDS 
our extensive library of samples. 


Fibe File & Binder ina ti How to Use the Personal Touch in Direct Mail 


FALL RIVER, MASSACHUSETTS Gold-Dec-It breaks the rules to build customer loyalty 


and repeat orders. TerRRY ARMSTRONG 
New York Showroom: 411 Fourth Ave. P 
ONE OF AMERICA S LARGEST MFRS, OF LOOSE LEAF PROOUCTS 


Light Letters Build Dealer Enthusiasm 


R. C. Allen uses animal characters and a whimsical ap- 
proach to reach its franchised dealers. Bette Macon 


Make the Most of Your Star . 


Here’s how Wilson & Co. gets the greatest promotional 
value from the tour of John Howard, star of the Wilson- 
sponsored “Dr. Hudson’s Secret Journal.” Don YOUNG 
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Fifteen Ways to Cut Down Your Composing Costs ... . 


Some practical suggestions for getting your composition 
faster and more economically. Warp K. ScuHori 


Who Owns Your Negatives 


An attorney with extensive advertising experience brings 
you up-to-date on the legal situation on the ownership 
and use of advertising photos. ALBERT W. Gray 
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Making Movies on a Low Budget matiay: 
MFGR 
How imagination and hard work can substitute for dollars 


in motion picture production. Russet, C. Mock 


Entertaining the World in a Tent ........ 
How the “Reader’s Digest” played host to 400 advertising 
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men from all over the world. GEORGE W. WALLACE aa cleadies 


Getting into Action at the Point-of-Purchase . 


A personal and provocative approach to this growing 
medium by a long-time practitioner. Jutius R. TEIcH and other 


national manufacturers 


RCA Victor’s Family of Signs Our job is not done when 


the display is finished. We 
actually help you build en- 
thusiasm among your sales- 
men, distributors and 
dealers with powerful, at- 
tractive literature ... to 


A sign program which allows for the individual prefer- 
ences of the dealers, but also carries national meaning. 


J. M. WILLIaAMs 


obtain maximum sell power 
from the displays for you! 

Departments si - ; 
Write for details and sam- 


Art & Photography... 71 ples on this exclusive DIS- 
Audio & Visual Aids... 79 nae Teanee 


y PLAY SALES service. 
Direct Advertising... 55 Books for Admen... 18 
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COUNTER CARDS 
WINDOW BANNERS 
WIRE HANGERS 
DIRECT MAIL 
PIECES, ETC 


For maximum impact, silk screen 
printing is your best choice for all 
types of display and promotional 
jobs ... and NAZ-DAR 5500 Fast- 
Dry Silk Screen Ink assures you 
of the finest in screen process print- 
ing. This outstanding ink matches 
color perfectly on reruns, mini- 
mizes offsetting during storage, 
and offers really pure colors which 
sell your product in a quality 
manner. 

FREE COLOR CARD! 
Write for two 5500 color cards 
showing all 26 colors. Keep one 
at your desk and give the other to 
your silk screen printer. You'll 
have a perfect color reference for 
all your silk screen display jobs. 


Consult your local 
silk screen printer 
for helpful 


suggestions, 


The NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, lilinois 
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Lots of Good Ideas... 


How I Solved It 
Contest Judging 
Presents Problems 


We had a tough job this month 

trying to come up with a single 
winner in our “How I Solved It” 
contest. While we didn’t resort to 
tossing a coin to select the winner 
of the portable tv set which we 
offered for the best entry, we were 
sorely tempted. 

The winner (you'll find a full re- 
port on page 14) was selected, after 
several hours of discussion on the 
merits of all of the top entries, 
mainly because it was such a 
simple and inexpensive solution to 
a fairly common problem. Others 
probably have used the same idea 
or variations on it, but a quick 
check showed that several of our 
readers had not thought of it. 

We wished we _ could have 
awarded several first prizes. The 
contest pulled lots of interesting 
ideas which we are sure will be of 
interest to AR’s readers. Everyone 
whose idea is published will get the 
usual ten bucks... and every read- 
er who entered the contest gets our 
sincere thanks for taking time to 
tell us about their ideas. 


> The heavy volume of entries in 
our “How I Solved It” contest re- 
minded us once again of our good 
fortune in having a _ participating 
reader audience. By rights, we 
probably should list every one of 
our readers as an associate editor. 

The success of AR, to a great de- 
gree, has been the result of the 
contributions from so many of our 
readers — not only the “How I 


Display typefaces in this issue 


Solved It” items and letters with 
constructive criticisms, but many of 
our best feature articles. 


> This is also a good opportunity to 
thank our many reader-contribu- 
tors and to repeat some things we 
said a couple of years ago about 
“unsolicited manuscripts.” As al- 
ways, we welcome contributions 
from our readers. Actually, there 
is no such thing as an “unsolicited 
manuscript” for AR. Our columns 
are always open to anyone who 
rolls up his sleeves once in a while 
and tackles an advertising produc- 
tion, promotion or merchandising 
job. 

In case youve been thinking 
about sending AR an article con- 
cerning your pet project, here’s a 
brief guide to the type of material 
we feel best serves our readers’ in- 
terests: 


e Style ... Throw away your jour- 
nalism school textbooks that told 
you to give the “five w’s’ and you 
have a story. While the who, what, 
where, when and why should be 
included, they’re secondary in an 
AR article. We're primarily inter- 
ested in the “big H”—how it was 
done. 

Assume that another adman is 
faced with the same problem you 
have solved and write the story just 
as though you were telling him how 
to lick it. The ideal article is one z 
reader wants to tear out of the book 
and file away with the thought that 
it will serve as a guide when he 
comes face-to-face with a similar 
situation. 


© Length Just as long as it 
takes to tell the complete story—no 
more, no less. If it can be told in 


. Page 21—-Tempo Heavy Condensed; 25—-Tempo 


Black Extended; 33—-Gothic Heavy & Rondo Bold; 36—Handlettering, Clip Book 
#3; 39—-Tempo Heavy & Holla; 44—-Bodoni Campanile; 53—Lydian; 55—Brody; 
61—Bodoni Bold; 67——Bernhard Modern; 71—Dom Casual; 79—Karnak Black Con- 
densed; 85—Radiant Medium; 91—Studio Bold; 96—Craw Clarendon. 











- Is YourPOP forthe birds? 





Let HLEEN-STIK* 


feather your sales nest with 
high-flying, high-selling displays! 


Sing your selling song with moistureless, self-sticking 
KLEEN-STIK—and watch sales wing your way. You'll see why 
KLEEN-STIK P.O.P. displays will sell your product better! 

So neat... so convenient ... they’re preferred by dealers and 
salesmen—win more and better locations . . . attract more 
attention to sell more goods. 








COLORFUL! 


Print by any conventional method .. . in 
any number of colors. For extra eye impact, 
there are Fluorescent and Metallic Acetate 
KLEEN-STIK stocks. 






KLEEN-STIK displays go up fast and easy. 
No give, water, tape — just pee! backing 
paper and press onto smooth, dry surface. 















4 
LONG-LASTING! 


KLEEN-STIK won't curl or “pop off’ — 
sticks tight, stays puf until purposely re- 
moved. 


ANY SIZE! 


From mammoth to midget size, KLEEN- 
STIK makes any advertising piece a com- 
plete self-contained display. 







RESISTS MOISTURE! 


KLEEN-STIK is designed to stick in most 
any climatic conditions encountered, re- 
gardiless of temperature or humidity. 





















WE DO NO PRINTING—but versatile KLEEN-STIK is available in a number 
of dramatic forms through your regular printer, lithographer, or screen printer. 
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FACE-STIK 
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SOLID KLEEN-STIK 
ADHESIVE 


3-DIMENSIONAL 
DISPLAYS 


PRODUCT & 
PACKAGE LABELS 


STRIPS & SPOTS 


KLEEN-STIK Products, Inc. To receive outstanding samples of successful 


7300 WEST WILSON AVENUE * CHICAGO 31, ILLINOIS, rae apy join pies oe OD 
° . e,e a . a t Lats) > t 
Pioneers in Pressure-Sensitives for Advertising and Labeling |. whee aa RRA ali cet co Ste 
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done 
a PAASCHE V 


AIRBRUSH from an_ original 


taway portion was 


entirely by 


neering line drawing 


PAASCHE Aijrbrushes  s ime 
and increase profits when used for 
finished art rendering 
1s for highly profitable photo 

Write for complete informa 


on on PAASCHE Airbrushes TODAY! 


PRASCHEr:x9241 co 
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Catalogue 
of FLASH 
BULLETINS 


Ad execs, sales execs, organiza- 
tion secy’s! If you use form letters 
in quantities from 25 copies to 
100,000, you'll want to see these 


clever, 4-color, preprinted, 
8x11 forms that start your mes- 
sage off with a bang; command 
attention; get greater results! 64 
products of top copy and art tal- 
ent! Used consistantly by blue- 
chip firms throughout the land. 


Send now! No obliga- 

tion! Use company sta- 

tionery and give your 

name and position, 
please. 


©) NATIONAL CREATIVE SALES in 


18 E. 48th ST., NEW YORK 17, N. Y. 
Phone Eldorado 5-0025 
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100 words, tell it in 100 words. If it 
takes 3,000, use 3,000 words. In most 
cases, we've found that the best 
articles run between 1,000 and 2,000 
words. If you’re in doubt, let it run 
longer—it’s easier to edit out extra 
words than to add new ones. 


® Deadlines . . . We believe in the 
old adage, “A bird in the hand is 
worth two in the bush.” We don’t 
actually put an article on the 
schedule until we have it “in hand.” 
Send it as soon as it’s ready and we 
will schedule it in the next avail- 
able opening. 


© Illustrations . . . The more, the 
better. We want anything that will 
help to tell the story. If you want 
them returned, just tell us so and 
mark them with the address to 
which they are to be sent. We pre- 
fer black-and-white glossy photo- 
graphs to samples of items—they’re 
easier to keep track of. But if no 
photos are available, send what ma- 
terial you have. 


© Exclusives If the material 
has been prepared especially for 
AR, tell us so. If it has been re- 
leased to other publications, tell us 
that. In all cases, attach a forward- 
ing letter giving the details. (This 
does no pertain to press releases of 
a general nature—just feature ma- 
terial.) 


© Timeliness Like most any 
other publication, we prefer mate- 
rial of current nature—but that isn’t 
the most important consideration. 
The article could involve something 
that happened 20 years ago—f it is 
something with which the majority 
of our readers are not acquainted 
(or probably have forgotten) and 
will still be a valuable aid in their 
work. Don’t try to disguise the fact 
that it happened “back when, 
however. 


© By-lines We prefer them. 
We feel that the person who is best 
qualified to tell a story is the one 
who has actually done the job in- 
volved. 


® Rough Material . . . Don’t hesi- 
tate to send material in rough form 
if you don’t feel qualified or don’t 
have time to prepare it as a finished 
article. While we prefer finished 
articles, we welcome any good ar- 
ticle material in any form. 


® Things to include ... This will 
vary depending upon what you are 
describing, but here are some im- 
portant factors: advantages, limita- 
tions, cost factors, who supplied 
what, problems encountered (and 
what you did to solve them), time 
required, results, what you would 


do differently next time, etc. 


e Important . . . Don’t hesitate to 
ask us to assist you in any way 
possible; we'll do our best. 


> What Next department. . .We’re 
used to some pretty interesting il- 
lustrations accompanying various 
press releases. But we saw a new 
wrinkle the other day — a full- 
color dye transfer print. It came 
from Panorama Color, Burbank, 
Cal., who used it to illustrate the 
part it played in the production of 
MGMWM’s film on the life of Van Gogh. 

Panorama supplied 105 dye trans- 
fer prints of the Van Gogh paintings 
used as props in the film after the 
method was selected as the best 
color duplicating method for cap- 
turing the heavy finger and brush 
strokes used by the eccentric Dutch 
painter. To tell this story, Pano- 
rama’s agency, R. H. Mulcahy & Co., 
Beverly Hills, Cal., sent out 20 re- 
leases to publications covering the 
photographic and reproduction in- 
dustries — each accompanied by a 
color print showing Panorama 
owner Reece Lewis displaying one 
of the show’s color reproductions to 
star Kirk Douglas and director Vin- 
cent Minnelli. 

Just to be sure, however, regular 
black-and-whites were included. 


> Success Dept. . . Says a release 
from Bob Bassett of Frank Block 
Associates, St. Louis: “Alton, II1., 
Banking & Trust Co. gave a real 
shock to its advertising agency, 
Frank Block Asociates, when it an- 
nounced at noon on Tuesday, Sept. 
4, that its ad campaign already had 


ACCOUNT EXECS LOVE... 


Splendid presentation, Mr. Thompson. 
Very impressive. However, business 
has been so good that we've decided 
to cut down our advertising appro- 
priation 50% this year! 
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its ‘Pay ‘N, Save’ window jammed 
with depositors. Reason? The ads 
hadn’t run yet. Answer: enthusi- 
astic bank personnel had presold the 
new ‘Pay ‘N Save’ idea to friends 
ahead of the ads.” 


eH Reprints 


> This little paragraph from “Share 
Your Knowledge Review” should be 
of interest to admen: “When print- 
ing one color over another, the 
following results are obtained: 
black, over any color, is intensified; 
red over yellow produces orange 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25¢ each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in money order, check or coin. Send all orders to: Reprint Editor, Ad- 
vertising Requirements, 200 East Illinois St., Chicago 11, Ill. Please include 


red; red over blue produces purple; 
red over green produces brown; 
red over orange produces light red; 
blue over green produces bottle 
green; blue over yellow produces 
green; yellow over brown produces 
gold brown; yellow over purple 
produces gold brown; yellow over 
purple produces dull green.” 44 


Advertising Art Show 
Premieres in March 


A new business show for the cre- 
ative advertising field, the Advertis- 
ing Art, Photography and Modern 
Reproduction Show, will be 
launched in New York, March 26. It 
is beamed at suppliers and buyers 
in each of these specialties. 

The announcement was made by 
Thomas B. Noble, chairman, Ad- 
vertising Trades Institute  Inc., 
which also sponsors the Advertising 
Essentials and National Sales Aids 
shows. Approximately 65 exhibits 
will be on view during the show, 
which will last three days and will 
be held at the Biltmore Hotel. 

A “new look in exhibit concepts” 
is promised, with Axel Horn, a spe- 
cialist in exposition design, intro- 
ducing some unusual pegboard, v- 
shaped and island display panel 
units at the show. 44 


Artype Announces 
New Lettering Forms 


Type ornaments and_ symbols 
from Artype Inc., Barrington, IIL, 
are extending the usefulness of the 
company’s photographic lettering 
series. A recent brochure introduces 
21 new forms. All characters are 
printed on the underside of trans- 
parent self-adhering acetate sheets. 
To use, the characters are simply 
removed with a stylus and applied 
to layouts with light pressure. 

Among the typefaces added are 
facsimiles of Wide Latin, Fortune 
Extrabold, Venus Extrabold Ex- 
tended and Hellenic Wide. Orna- 
ments include outline and shaded 
stars, seals and crystals. 


. for more details circle 725, page 105 


payment with all orders for $2 or less. 
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Dealer Progrem Builds Unity For eee 
; et 11 ndepe dealers ¢ 
How Agencies Work —— - — by James Robertson 


ampa 


Miller Makes a Film — by Benn Oliman 


be 


Emblems — by Robert M. Marks 


Letter Reproduction — “th Morgoret Reynolds 


AR report givin 


Premiums at General Mills 
A Contest Isn't Over When the Winners, Are Picked | — by Phi Seitz, 


Colorcasting — by Sheldon M. Holman 
Progress Report on Boctrente Engraving —_ by David Saltman 


Merchandising hati. d — iby Morris B. Rotman 
Less Than 1c Per Impression . a - by Mildred Weiler 


Abbott Aims ot the Consumer a by Bert Enos 


9 CO 


Chiquite Banana Goes | to ) Schaal — by Clarence Ww. Moore 


effort proa 


Loose-Leaf Binding 
Exhibit Photos — How to Put Them to Work 
How to Promote A Ten-Cent Gadget — by John C. Swift 


Pianned Personalized Promotion — by Haviland F. Reves 
oit restaurant persona 


How to Merchandise v Tie- -Ins oa by Frank Jecobs 


Budgeting for Trade ee os . by Robert R.  Meere 


wit trace 


The Growing Importance of Felvs as an | Advertising Medium a by Jomes Joseph 


How to Prepare a Modern Annual Report a by Herbert c. Rosenthal 


re prepar n of eff 


Do's & Dont’s for Better Press Releases - — by Dick Hodgson 
| t for aettin be 


following reprints are available at 50c¢ each: 
AR Idea Album 


A System for Contwating Printing Costs — by Frederic Kammann 
202 Tips for Direct Moll a 


AD 


How to Get Better - Advertising Photos a by Errol Prince 


following reprints are available at $1 each: 


How | Solved It 


64-0 


Advertising Copyrights —— by Robert J. Burton 


March 1957 





<x 
presents 


“TIMELY” 


PREMIUMS 


Priced to meet your 
premium plans. Capitalize on 


the nationally-respected name 


LUX .. . producers of over 
20 million clocks. § 


‘“RIVIERA’’ 
TRAVEL CLOCK 


Stunning 30 hour alarm with ex- 
clusive slide-open travel case in 
Arabian Ostrich and polished gold 
trim. Luminous numerals. 


or NE ier: 
CLOCK 


Date Minder clock tells time, day, 
date. Attractively styled, hand- 
somely packaged. Wide range of 
color selection for every room in 
the house. Also a welcome office 
time-teller. << 


fA r 


So famous it’s become a household 
word. Wide color selection for 
kitchen harmonye “Dings” for 
“times up” in dozens of household 
duties. Women know the Minute 
Minder. It’s also widely accepted 
by photographers, for darkroom 


work. 
Ww 


Lux has profitable premium news for 
you. Quantity prices are amazingly 
low. Get full details from 


YOUR TIME REMINDER LINE 7 # 
Premium Dept. AR 


THE LUX CLOCK MFG. CO., INC. 
YT Via isla mrt 
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READERS YY, 


Co-op Ad Records 


© We are attempting to locate an 
accounting form which one of your 
subscribers may have developed 
which would permit a client of ours 
to keep a running record of the 
amount spent in advertising on each 
of the lines his retail stores carry, 
together with a means of crediting 
to each line any amount that may 
be recovered from the original 
manufacturer as a result of a co- 

operative advertising agreement. 
Both we and our client will be 
most appreciative if we can receive 
any forms that are being used by 
other retailers or distributors to 

solve the problem in question. 
MILter Munson 
David Pollock Agency 
Seattle 


Punched Words 


® Possibly you can help us find the 
name of the manufacturer of a pro- 
jection machine which employs per- 
forated paper tape on which about 
20 words have been punched. These 
words are formed from little holes 
in the paper and when the light 
shines through from the lamp in the 
projector, it throws the word on a 
screen a distance of 40 to 50 feet. 

The tape moves around by some 
device inside the machine, so that 
you have the effect of the moving 
message sign one sees on Broad- 
way on the New York Times build- 
ing. 

We had such a machine some 10 
or 15 years ago, but we have lost 
contact with the manufacturer, and 
we thought perhaps you might have 
this information. 

Sipney A. LEVYNE 
The S. A. Levyne Co., Adver- 
tising, Baltimore 
We have had several requests for 
this, but haven't been able to locate 
the source. Can any reader help us 
and Mr. Levyne? .. . Ed. 


‘Club’ Plans 


® We need a list of companies or 
organizations that specialize in the 
sale of products through “club” or 
home demonstration plans. Do you 
have such a list or can you tell us 
where we may obtain one? We 


would like to arrange for distribu- 
tion of a product through 
channels. 


those 


HaroOLp R. JONES 
Harold R. Jones Associates 
Inc., Akron, Ohio 


Inspired by Article 


@ We were delighted at the hand- 
some way you presented the story 
of our “Elbow Room.” All of us are 
taking more pride in it after having 
seen it in print. We may even do a 
little better at keeping it clean, 
although that’s probably too much 
to hope for. 
Wo. A. ARTER 
Byer & Bowman Adv. Agency, 
Columbus 


Printed Records 


@ We are very much interested in 
the article in the August issue of 
AR “Printing You Can Hear.” 
We would like to get in touch 
with some of the companies pro- 
ducing these postcard records, and 
wonder if you could give us the 
addresses for the companies listed. 
JAMES H. FISHER 
Standard Printing Co. Hanni- 
bal, Mo. 


Flexible Signs 


e Please send me information on 

sources for thin aluminum signs 

that can be rolled up like a calendar 
for distribution. 

D. Bruce ALEXANDER 

Acct. Executive, Capital 

hee ertising Inc., Lansing, 


| was going to ask for a brainstorm- 
ing session, but never mind. . . 
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SEE ‘wwe 
HOW er 
THEY a 
RUN... 
OFFSET! 


Discover the magic of PLASTIPLATE®, the plastic offset plate. | eer 
Two types available. See how they run —right on your own 
press! No cost to you. 

Pre-sensitized Photospeed PLAsTIPLATE for sparkling 
halftones and crisp linework. All processing steps built right > 
in — just expose, de-sensitize, and print. ; a 

Direct Image PLASTIPLATE that takes typing so beauti- 
fully and permits fast, nondetectable corrections. You can 
write or draw directly on its patented plastic surface. 

See how they run! Free samples are yours for the asking. 

Remington. Fland 


DIVISION OF SPERRY RAND CORPORATION 


Remington Rand, Room 1385, 315 Fourth Avenue, New York 10 


Plastiplate 
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MAKE YOUR OWN aia 


UAT 9 


(REPRODUCTION QUALITY ...Sharpest + Clearest - Most Accurate) 
UP TO 20x30 INCHES 


i | 


— OWED van ma any knowledge of photograph Ne coal 
OWED var make stats... ANY SIZE (any shape) 
on any grade of paper ...glossy or matte... 


ENLARGED or REDUCED...in LINE or HALFTONE... 
NEGATIVE or POSITIVE... dried, ready to use... 


...and in less than @ minutes! 


Here is a complete unit —_ combining a Stat Camera.. 
an Enlarger... Copy Camera..a “‘Lucy”’ for tracing.. 
incorporating a fully equipped darkroom.. custom-built in 


STEEL,PLYWOOD or MASONITE...in sizes ranging from 6x6 feet, up to 8xI0 feet 


THE STATMASTER 1S TRULY “AJAGIC INI MIOTION/”’ 


Enlargements up to 500% . . . reductions down to 300% . . 


. in one shot, with enlarger or stat machine 
from paper or film, color or black and white. 


The only enlarger in existence with calibrated scales to give you exact sizes of enlargements or reductions 
in seconds. 


The STATMASTER’S unique adapter back holds paper or film, without messy adhesives, clumsy vacuum 
frames, heavy paper magazines or film holders. 


Cold light units travel with the copy board to provide proper lighting at all times. 


The STATMASTER eliminates guesswork and paper waste because it provides viewing of image atfull times 
visible developing, and, uses the exact size photographic paper required. 


and best of all...there are no fumes, no odors, no fussing with chemicals, no mixing. Your hands need 
never touch any liquids. 


N The STATMASTER can also produce the following: 
Ou CAN OWS OW Perspectives * reproportioning * curves ® circles °* 


three dimensional effects from type, lettering or artwork, 
etc. Pre-screened film in 90 or 133 line screens 


* litho film negatives * continuous tone negatives * positive 
AY | AT MASTER copy on clear acetate for overlays and silk screen * i 


full color stats for comprehensives, dummies and sales 
portfolios. The Statmaster can produce prints in either regular or flopped position. All these results can be 


Ss Ag PL had up to 20x30 inches 
) 
ACL | 


A 
eyes down P* eh Abb 


4x5-2c + 5x8-4c + 8x10-8c + 11x14-14¢ + 14x17-28c « ete. 


STATMASTER — the Camera of Tomorrow that makes ANYONE a Photographer Today! 








HERE IS THE INCOMPARABLE 









~~ 


s 
: | 


“LUCY UNIT FOR TRACING 


Any object, drawing or 
photograph can be pro- 
jected for tracing directly 
on canvas, illustration 
board, drawing paper etc. 


LIGHT BOX ENLARGER 


Ideal for enlargements, re 
ductions, flops or regular 
Position prints from holf- 
tone and line film negatives 
or peasitives, ektachromes 
and kodachromes. 


TRICK PHOTOGRAPHY TILT TABLE 


Reproportioning, perspec 
tives, curves, ovals and 
object photography can be 
produced with this unit 


“THROUGH -THE- WALL” SINK 


Stainless steel sink pro- 
trudes through side of 
darkroom wall for rapid 
handling. 


STATMASTER CORP. 





REG US PAT OF f 
the world's 
most 
versatile 
camera! 





The “Deluxe” Statmaster includes the following: 


Custom darkroom with yellow and red safelights, 18x24 
paper and film platten, 20x48 paper safe, 20x24 stain- 
less steel sink and drain, large plastic work tables with 
16x20 trays, stainless steel tongs, hand calibrated 
scales, assortment of photo papers and solutions, focus- 
ing stool, traveling lights for scale-reading, 23x31 copy 
board, 42” slim-line lights, Aristo 8x10 cold light unit 
built into copy board, Goerz Artar Apochromat 19°” 
process lens and prism with filter slot, Packard shutter, 3 
speed floor circulating fan, through-the-wall sink,cover, 
squeegee board and squeegee, trick and object photog- 
raphy tilt table, 24 inch stainless rotary dryer, slide 
rule, exposure chart, dusting brush, copy glass, spot- 
lights and stands, paper trimmer, Lucy tracing board, 
silent switches, electrical outlets, pilot light and complete 
instructions for any member of your staff. 


Also available is the “Standard’’ Statmaster which 
incorporates a complete 4x4 ft. darkroom, and has a 
14 inch Goerz Artar Red Dot Apochromat process lens 
and prism. This unit is equipped with all standard dark 
room equipment and can make finished stats, film, etc. 
up to 14x17 inches. Installation and instruction is in- 
cluded in purchase price of $2,500.00. 


The De-Luxe heavy duty STATMASTER in 
operation at the Metropolitan Life Insur 
ance Company, New York City 


wseeeseePatents Issued «Patents Pending........cccccccccceccscccescesccsccesesccrscescesscescsescosces sesceees 


STATMASTERS are in use in all categories 
of the graphic arts... 


METROPOLITAN LIFE INSURANCE (O., N.Y.C. © Photography, Advertising. 
RAPID FILM LETTERING SERVICE, N.Y.C. © Photo-lettering. 

C.S. COMMERCIAL STUDIOS, Toronto, Ontario ® Advertising Art 
FRIEDEL ADVERTISING, N.Y.C. © Publicity, Direct mail. 

CORYDON M. JOHNSON, Bethpage, L. I. © Lithographers, Printers 
FLEXO-LETTERING CO., N.Y.C. © Process lettering, Trick photography. 
CRISP AND HARRISON, Jacksonville, Florida © Advertising Agency. 
COMPOSITION CORPORATION, Albany, N. Y. © Typographers, Linotypers 
FLEXOSTAT PHOTO-TRIX CORP., N.Y.C. © Stats and Photo copies. 


in the Statmaster 
’ 
W'ng guarantee: 


he finest, sharpest 
©-prints, Stats, film 
nd at a cost of only 
t, velox, Photo bills. 


19 West 44 St... New York 36, N.Y. 





OU/ 
I SOLVED IT 


Contest Winner Named... 


, Wins Television Set 
CATALOOG Congratulations to Mr. William E. Becker, whose entry in our 


“How I Solved It” contest was selected by the editors as the 
winner of the portable television set. We wish Mr. Becker many 

Appearance counts. Practi- happy hours with his prize. 
cability counts. Flexibility, Our sincere thanks to all the other entrants, from all over 
durability, economy count. the country, who responded to our appeal by submitting the 


And you can have them all ideas that had been most helpful to them. Each will receive our 
if you use Accopress Binder 


customary check for $10 as his item is published. 
covers for your catalogs. 


A It was not easy to pick a single winner, so fine were so many 
Accopress Binders come 


: ; of the entries. We looked for ideas that would be widely useful, 
in 5 colors, may be printed : 7 . 
or embossed as you wish that solved a problem that might be bothering a large number 
They're loose-leaf, lie flat of our readers. Furthermore, it should be a solution which was 
, > 
open flat, stand plenty of handling, can be simple, obvious but overlooked, and inexpensive. Mr. Becker's 
expanded as desired, have no expensive, suggestion, we believe, meets all these criteria. 


space-wasting mechanisms. Their low cost is Some readers, of course, will find other favorites among the 
famous. Write us your needs or ask your 


D entries we publish this and the following months. This is, both 
stationer to show you the complete Acco line expected and desired. A different group of judges might very 
for keeping papers together and safe in every é : at 

: well have awarded the prize to somebody else. This happens 

department of your business. aaa ; 
inevitably in any contest. We only regret that we cannot award 

the first prize to each entry! 

A few of the entries will not appear in this column, but will 
be used elsewhere in the magazine. Too long to be eligible 
under our contest rules, but too good to be simply tossed to 
one side, we shall use them as short features. The authors will 
receive payment at our regular space rates. 

The contest is over. The winner is announced. Again, thanks 
to everybody who took part. Please continue to send us your 
bright ideas. We shall continue to serve our readers as a swap- 
ping post for ideas, and pay $10 for each one used. 


THE WINNER: 


Devises Binding Strip A SPECIAL MESSAGE TO ZOTOS SALESMER 
e e The accompanying ZOTOS AWARD SIGNS have been especially banded 
To Note Sign Location to make it more convenient to carry and easier to distribute to your shops. 


Now won't you help us? 


As you place the ZOTOS AWARD SICNS in Zotos and Lustron shops, 
won't you Gil in on the band the name and address of each of these shops’ 


In order to add to our promotion amtlbessedintsede nan. tna 
Pe z and advertmming material as they become available. You'll be pleasing your 
mailing list, we needed to know ex- customers, 100! 
ACCOBIND folders actly where our distributor sales- 
ACCOPRESS binders men were placing our display signs. 
Name of Shop Address City & State 


. Since the signs were to be given ZAp'® -B i” he Ll @n-0 
PIN-PRONG binders | g | e eg 4 ny ma 
out in lots of 20, we hit upon the ee ee 
idea of binding each lot with kraft Eainy's 3 be (Ag BARD YP 2 6FeMed 


ACCO clamps paper, eight inches wide, leaving 
ACCO punches enough room for the name and ad- 
dress of each outlet. 


THE ACCOWAY SYSTEM This way the salesmen could 


(for filing Blueprints and all large sheets) place a sign at each of his stops, and 
and other filing supplies with a minimum of effort, fill in the 
information we required. : 
ACCO PRODUCTS Needless to say, additional signs SRLARD aaa Pa eRede 
were not shipped until the kraft ee mae As, 


NOTE TO ZOTOS JOBBER 


bands were returned to our adver- Sie Suita Bee ade on ee 
“or happy te send them to you. 
tising department. 


(for marginal multiple punched forms) 





4 Division of Natser Corp. 


: , Printed im US.A. A-71 

Ogdensburg, New York WILLIAM E. BECKER Wrap-around Strip . . . Printed on the 

i i a a Assistant Advertising & Sales strip that held the signs together, the 
Promotion Megr., Zotos, div. of form kept track of where each 


sign 
Sales Affiliates Inc., New York went. 
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Double-Duty Cartons 
Cut Dealer Expense 


One of the major problems in 
preparing dealer kits for our client, 
the Firestone Tire & Rubber Co. of 
Canada Ltd., was the considerable 
expense of the kits’ corrugated, 
wrap-around shipping cartons. 

Since there seemed to be no more 
inexpensive way to send the point- 
of-purchase material and still guar- 
antee its safety in traveling, we 
decided to attack the expense prob- 
lem by making the cartons double 
as floor displays — an item the 
company had to supply the dealers 
with anyway. 

The new cartons were made with 
display artwork and copy on the in- 
side and when the _ point-of-pur- 
chase material was removed, the 
dealer had merely to turn the car- 
ton inside-out, fold the side flaps in, 
insert the bottom flap into a slot on 
the back of the unit and he had a 
pyramid floor display which could 
be used effectively in service station 
showrooms. 

The display expense was kept 
down by borrowing the copy from 
one of our door banners and ex- 
tending it to the proper size. 

RayMonp L. GENTLE 
Russell T. Kelley Co. Ltd. 
Hamilton, Ont. 


Novel Direct Mail Piece 
Aids Low Ad Budget 


After a decision to enlarge our 
efforts in selling weatherstripping 
by selling over the counter as well 
as just installation jobs thru factory 
branches, we wondered how our 
modest budget could enable us to 
introduce our product to the retail 
dealers. 

Since the publication market 
would have to include business pa- 
pers for hardware stores, lumber 
yards, insulation contractors, etc., 
it was obviously too large for us to 
make an impression, considering the 
amount of money we had to spend. 

A direct mail presentation seemed 
to be the best idea, and in working 
it out, we decided not only to tell 
the dealer about our weatherstrip- 
ping but also to use scale-model 
samples to show him the quality of 
our product as well as its versatility 
in use. 

The resulting brochure was a 
simple cover piece containing two 
heavy cards. Using technical art al- 
ready available in our files, we 
showed diagrams of our product in 
use, and opposite each diagram we 
had a model of the 
in that operation. 


stripping used 


The presentation expenses were 
kept down by having our own 
model maker quickly cut, punch 
and deburr the strips, leaving only 
the riveting of the models to the 
ecards and the mailing which was 
handled by a local direct 
house. 

We found our direct mail piece 
not only created a good impression 
on the recipient, but that it also 
served as an able ally in getting 
the product before the dealer who 
might have been wary of paying for 
models from a “new” 


mail 


source. 


BayYARD WILSON 
Advertising & Sales Promotion 
Mgr., Gray Marine Motor Co., 
Detroit 


Develops Form to Beat 
High Cost of Returns 


When we found the high cost of 
return envelopes in our surveys 
and direct mail promotions was eat- 
ing up our budget, we decided to 
develop a _ cost-beating form for 
ourselves. 

Now all our survey sheets, di- 
rect-mail order forms, etc., have 
an envelope face printed on the 
center of the back, while the top 
third of the sheet contains instruc- 
tions for folding the letter to turn 
it into a prepaid envelope. 

We find the form is not only 
more inexpensive and easier to han- 
dle for us, but that it actually en- 
courages returns since there is no 
chance that the survey or order 
form envelope can be lost in the 
prospect’s office. 

Savings from the form to date 
have been in the neighborhood of 
$1,000. 

Bos VEREEN 
Associate Editor, Hardware Re- 
tailer, Indianapolis 


wuatio WE SAY 7 


"Hels UP TO HIS EARS WITH THE 
AQVERTISING DEPARTMENT!" 


¢ IN ALL 
COLOR 


ROADSIDE 
COMBINATIONS, Ss 4 as NS 
OF COURSE... 


7GRA 


of STEEL 
and ALUMINUM™M 


Any style or size sign you may want, we can furnish: 
Signs are silk screen processed 


on steel or aluminum. Paint 
enamels used are made to 


GRACE specifications and are 


PRE-TESTED for weather re- 

sistance. This means GRACE 

Signs afford a longer service life. 

PLAIN OR REFLECTORIZED 

GRACE Signs are available in baked enamel finishes or 

reflectorized with ° SCOTCHLITE reflective sheeting — if 
you prefer, they tell— 
and sell — night and 
day ' Over 40 years of 
Know-How back every 
Sign produced by 
GRACE. 
*Reg. Trade Mark, 
Minnesota Mining & 
Manufacturing Co., St 
Paul, Minnesota. 


— IMPLEMENT CO. 


MOLINE ,ILk. 
wT i TT 


SIZE — Emblem 4’ x 5’. Base sign, 3’ x 10’. 


SIZE —4' x 3’, remov- 


able numerals. 


SIZE—4' x 3’. 


A TRULY FINE 
PALE BEER 


a 
SIZE — Sign, 4’ x 8', with 4-color halftone of 


illustration. 


WE DESIGN YOUR SIGN IF YOU WISH 


You may prefer a specially design- 
ed sign. Just let us know. We will 
submit a color sketch for your ap- 
proval. There are no obligations. 


SEND FOR CATALOG 
IN FULL COLOR 


a @ Serer 


3601 S 2nd ST + ST LOUIS 18, MO 
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<4 here’s a 
better way 
to be 
remembered 


Everyone will remember your 
name, firm, or product when you 
leave imprinted Listo Marking Pen- 
cils. Here’s why... Listo is handy. 
It makes a clear, bold mark on any 
surface! That’s something everybody 
appreciates. And each imprinted 


Listo you give costs less than 25¢. 


REFILLS in 
black, red, 
blue, yellow, 
green, and 
white 


| Ask your advertising specialty 


jobber for quantity prices 
LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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Conventions 


MARCH 
- 


6-8 . . . Gravure Technical Assn., 8th 
Annual Meeting, Drake Hotel, Chicago. 
7 .. . Associated Business Publications, 
annual eastern conference, Roosevelt Ho- 
tel, New York. 
8-13 

Assn., Spring 
House, Chicago. 

12-13 Packaging Assn. of Canada, 
King Edward Hotel, Toronto. 

13-15 Assn. of Natl. Advertisers, 
spring meeting, The Homestead, Hot 
Springs, Va. 

18-21 Pacific Coast Plastics Expo- 
sition, Shrine Exposition Hall, Los Ange- 
les. 

20-22 American Assn. of Industrial 
Editors, Cincinnati. 

22-29 Master Photo Finishers & 
Dealers Assn., Natl. Guard Armory, Wash- 
ington. 
22-31 
graphic 
22-31 . Photographic Exposition, 2nd 
Biennale for American Society of Maga- 
zine Photographers Inc., Natl. 
Armory, Washington. 
24-29 . . . Photographers 
ca Inc., Sheraton Park 
ton. 

25-27 .. National Paper Trade Assn. 
Inc., Waldorf-Astoria, New York. 

26-28 Advertising Art. Photography 
and Modern Reproduction Show, Adver- 
tising Trades Institute Inc., Biltmore Ho- 


tel, New York. 


Advertising 
Specialty 


Specialty Natl. 
Show, Palmer 


Associated Industrial Photo- 
Dealers of America, Washington. 


Guard 


{ssn. of Ameri- 


Hotel, W ashing 


APRIL 


1-3... . Lithographic 52nd Annual Con 
vention, The Greenbrier, White Sulphur 
Springs, W. Va. 

4-6 . . . Southern Graphic Arts 
Nashville, Tenn. 

7-11... National Assn. of Radio « Tele- 
vision Broadcasters, Conrad Hilton Hotel. 
Chicago. 

8-11 . . . National Premium Buyers Ex- 
position, Navy Pier, Chicago. 

8-11 . National Packaging Conference 
and Exposition, Amphitheatre and Palmer 
House, Chicago. 

10-12 Point-of-Purchase Advertising 
Institute Inc., Palmer House, Chicago. 
13-19 . . . National Business Publications, 
Spring Meeting, Americana Hotel, Bal 
Harbor, Fla. 

14-27 United States World Trade 
Fair, New York Coliseum 
22-26 .. . Film Council of 
tel Statler, New York. 

23-25 .. {merican Newspaper Pub- 
lishers Assn., Waldorf-Astoria, New York 
24-26 . American Public Relations 
Assn., 13th Conference, Warwick Hotel, 
Philadelphia 

25-27 .. . American Assn. of Advertising 
Agencies, White Sulphur Springs, W. Va. 


MAY 


{ssn.. 


{merica, Ho- 


1-4 . . . National Paper Box Manufa 
turers Assn. Inc., Eden Roc Hotel, Miami 
Beach. Fla. 


3-6 . . . National Art Materials Trade 
Assn., Biltmore Hotel, Los Angeles 

5-7 . . . Magazine Publishers Assn. Inc.. 
The Greenbrier, White Sulphur Springs, 
W. Va. 

9-11 .. . International Typographic Com- 
position Assn., Easter Spring Conference, 
Hotel Sheraton, Philadelphia 


13-16 . . . National Office Management 
Assn., Office Equipment Show, Shrine 
Auditorium, Los Angeles 

16... Fourth Annual Advertising Con- 
ference, University of Michigan, Ann 
Arbor 

15-17 Research and Engineering 
Council of the Graphic Arts Industry Inc.. 
Benjamin Franklin Hotel, Philadelphia 
27-29 ... Natl. Sales Aids Show, Adver- 


tising Trades Institute Inc., Statler Hotel, 
New York 


JUNE 


1-16 . . . Graphic 57, Intl. Fair of Print- 
ing and Allied Trades, Lausanne, Switzer- 
land 


5-7 ... National Sales Executives Natl. 
Convention, Biltmore Hotel, Los Angeles 


8 ... Advertising Federation of America, 
Fourth District, Hotel Fontainebleau, Mi- 
ami Beach 

9-12 Vational Industrial Advertisers 
Assn., 35th Annual Conference, Waldorf- 
Astoria, New York 

9-13 .. . Advertising Federation of Amer- 
ica, Hotel Fontainebleau, Miami Beach, 


Fla. 


16-19 . . . Engraved Stationery Manufac- 
turers Assn. Inc., French Lick-Sheraton, 
French Lick, Indiana 

19-21 . 4merican Marketing Assn.. 
Natl. Convention, Hotel Statler, Detroit 


24-27 American College Public Re- 
lations Assn., Hotel Fontenelle, Omaha, 
Neb. 

24-28 ... {dvertising {ssn. of the West. 
54th annual convention, Hawaiian Village, 
Honolulu 


Industrial Advertising Campaigns 


Sponsored by National Industrial Ad- 
vertisers Assn., 271 Madison Av., Neu 
York 16. Covers campaigns selling goods 
or services to industry: also supporting 
consumer campaigns. Entries must com- 
prise description of product, market, 
planning and objectives, and document 
results of advertising and promotion. 
Campaigns must be limited to a one-yeat 
period. 


Closes March 1, 1957 


Putman Awards 

Sponsored by the Poor Richard Club, 
1319 Locust St., Philadelphia 7. Covers 
advertising campaigns selling goods o1 
services to industry and the documenta- 
tion of these campaigns. Entries must 
deal with a particular campaign confined 
to one industrial field and the results 
documentation must be from the two 
years prior to “deadline” date for en- 
tries, 


Closes April 1, 1957 
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New beauty for your Hammermill Bond letterheads 


—with hardwood’s finer fibers 


When you hold a sheet of the new Hammermill Bond 
up to the light, you'll see its noticeably more uniform 
distribution of fibers. This finer background for your 
letterhead comes from “the magic of Neutracel’’—a 
superior new pulp that’s exclusive with Hammermill. 

New printing methods and business machines created 
a demand for specific paper qualities best obtained by 
blending different papermaking fibers. _Now—with its 
exclusive Neutracel process—Hammermill has unlocked 
the special fiber qualities nature grows in northern 
hardwoods to improve the d/end of pulps that goes 
into its fine papers. 

Neutracel’s special properties blend with other quality 
fibers to give new Hammermill Bond a_ smoother, 
velvety surface as well as a clearer, more attractive 


formation. And—Neutracel® lends increased opacity 


plus greater bulk—gives letterheads printed on today’s 
Hammermill Bond both pleasing eye appeal and quality- 
denoting “‘heavy feel.” 

Only a few months ago, Hammermill-invented centrifu- 
gal cleaners were installed to make Hammermill Bond 
cleaner than ever before. Now we add Neutracel, a 
$6,000,000 step forward which brings you Hammermill 
Bond that 1) prints better; 2) types better; 3) looks bet- 
ter. Hammermill Paper Company, Erie 6, Pennsylvania. 


 WAMERM, 
WP'BOND —“ 


with Neutracel’s finer fibers, costs no more 





With Hammermill Offset 
you can print the difference 


OSIERY sets the tone of the whole ensemble. 
That's why women are so careful to select the right 
shade . . . You can print subtle differences in shade and 
texture when you print on Hammermill Offset. Today's 
Hammermill Offset reveals fine product distinctions, adds 
realism - - and sales appeal - - to your printed pieces. 
Lithographed on Hammermill Offset, Substance 70, Wove finish 


MANUFACTURED BY 
HAMMERMILL PAPER COMPANY e« ERIE, PA 











JUNE, 1957 


June 1-30 


Dairy Month . . . sponsored by Milk 
Products Industry Trade Assns., Ameri- 
can Dairy Assn., 20 N. Wacker Dr., 


( hicago 6. 


Vational Ragweed Control Month 
sponsored by Air Pollution Control 
League of Greater Cincinnati, 290] 
Union Central Bldg., Cincinnati 2 


Vational Recreation Month . . . spon- 
sored by Natl. Recreation Assn., 8 West 
8th St., New York 11. 


Portable Month . . . sponsored by Natl. 
Carbon Co., 30 East 42nd St., New 
York 17. 


June 2 


International Shut-In’s Day . . . spon- 
sored by the Shut-in’s Day Assn. of the 
U. S. A., 1505 Land Title Bldg, Phila 
delphia. 


June 8-15 
Let’s Play Golf . . . sponsored by the 


Sporting Goods Dealer, 2018 Washington 
Ave., ot. I ouls 3. 


June 9-15 
National Flag Week . . . sponsored by 
the Star-Spangled Banner Flag House 
Assn. Inc., 844 E. Pratt St., Baltimore 2 


June 9-17 
Father-Son Week . . . sponsored by 
Natl. Father's Day Committee, 50 East 
42nd St., New York 17. 


June 14 


Flag Day (Presidential Proclamation). 


June 16 
Father's Day . . . sponsored by Natl. 


Father’s Day Committee, 50 East 42nd 
St., New York 17. 


June 16-22 
National Bow Tie Week .. . sponsored 
by the Bow Tie Club Ltd., P. O. Box 


1194, Church Street Station, New 
York ¢ 


June 20-29 


Vational Mayonnaise and Salad Dress- 
ing Week... sponsored by Mayonnaise 
and Salad Dressing Mfrs. Assn. Ine., 
332 S. Michigan Ave., Chicago 4. 


June 23-29 


International White Bread for Energy 
Week . . . sponsored by Intl. Bread 
Weeks Inc., 333 N. Michigan Ave., Chi- 


cago l. 


National Swim for Health Week . 
sponsored by Swim for Health Assn., 


60 East 42nd St., New York 17. 


June 30-July 6 
National Safe Boating Week . . . spon- 
sored by U.S. Coast Guard Auxiliary, 
U.S. Coast Guard Headquarters, 1300 
E. St., N.W., Washington 25. 


millions of dollars in 
FREE\advertising space 


SALES 
OPEN 
AREAS 
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WINDOW SIGNS 
AND 
VALANCES 


The space on dealers’ storefront windows is worth virtually 
millions of dollars in ‘billboard value’ — yet this space is yours 
FREE for a colorful durable American Decal spot sign or store- 
front dominating valance. American Decal signs tie in your 
advertising program aft the all important point of sale by saying 
“Buy it here.” American decals stay on the job for years and 
don’t interfere with the washing of the window. Here is the 
perfect way to identify your dealer and promote your brand to 


a large “sidewalk circulation’ every day of the year — at 
absolute minimum cost! 


Write today for FREE samples and literature 
TERRITORIES 


IN SOME SKILLED CREATIVE ART SERVICE 
WITHOUT OBLIGATION 


American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, Ill. 
735 Prince Rd., Windsor, Ont. 


Mfg. plants: Chicago * Cleveland - New York * Windsor, Ont., Can. 
Offices in all principal cities 


March 1957 + ar - 17 
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Guest 

Artist 

Marcia Q. 

Prichard 

Age 9 

Daddy: 

.-.. and Q. Prichard, 


DADDY says“ 


“Marcia uses almost any kind 

of paper to draw on. But 
illustration is my business, 

so I select the finest materials 
always . . . starting with HI-ART 
illustration board.” 

When the Job and the Client Demand 
the Finest, Specify HI-ART 
ILLUSTRATION BOARDS. 
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NATIONAL CARD, * 
MAT and BOARD CO. 


4318 Carroll Ave., Chicago 24, Ill. « 11422 So. 
Broadway; Los Angeles Calif. « in Canada 
Card & Paper Works, Ltd., Peterborough, Ont 


CREATE IMPRESSIVE SETTINGS 
WITH 


*, 


Ty 
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display drapes ] H 


Cost Less Than 
You Think! 
Flexible... 

Fit Everywhere 
Save Big Money 
... Use 
Repeatedly 

Set the Stage 
for Attention- 
Compelling 
Showmanship 
Easy to Ship, Shape, Hang and ii 


FREE! Colored Idea Booklet Show- 
ing 10 New Ways To Use Logo 
Drapes. 


HOLLYWOOD BANNERS 


Logo Drape Dept. 

Creators & Manufacturers of Nationally 
eee Slee lial ae ie 
Bis Ser ee aoa) ee oe 
TELEPHONE: OR 39-4790 
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@e The Art Directors Club Annual, 
Farrar, Straus & Cudahy, New 
York, 395 pages, $12.50 . . . The 1956 
annual of the year’s best in adver- 
tising and editorial art and design is, 
as the Art Directors Club of New 
York will tell you at the drop of a 
T-square, the indispensable refer- 
ence book in the visual communica- 
tions field. This 35th annual includes 
a 10-page preface on the club’s first 
visual communications conference, 
held last June in conjunction with 
the 35th exhibit (August AR). 

In the preface Cunningham & 
Walsh art director Stephen Baker 
notes, “Over 400 people, presumably 
more interested in pictures than in 
copy, listened to 45,000 spoken 
words.” In the annual, Mr. Baker 
weaves some interesting commen- 
tary of his own around the various 
conference speeches. 

To describe the book and capture 
the feel of it, you really need num- 
bers. Meant to record the changing 
scene in the graphic arts, the annual 
reproduces all 527 pieces from the 
exhibit (the competition had 11,- 
388 entries for the judges to select 
from). Printed by letterpress and 
offset on three different stocks 
(white with red and yellow insert 
pages separating nine sections), the 
book was produced by 17 art di- 
rectors working under Doherty, 
Clifford, Steers & Shenfield. 

The first section, on color, is in 
color. Seven other sections, each 
headed by a quote from a confer- 
ence speaker, in large type, cover 
advertising and editorial layout and 
art, posters and point-of-sale, direct 
mail and tv art. A ninth section has 
86 pages of advertising, listing 33 


| artists available plus 88 advertise- 


ments, most with at least a black- 
and-white page ad. The book meas- 
ures 8xl11%”, has a cover by 
George Giusti, egghead caricatures 
on pages 4-5 by Young & Rubicam 
tv art director Jack Sidebotham, 
who also did the section drawings. 
Mr. Sidebotham won an ADC spe- 
cial medal for his Piels Beer tv art. 


@ Directory of National Trade As- 
sociations, by the U.S. Department 
of Commerce, Supt. of Documents, 
Washington 25, 57 pages, 40c .. . 
This paper-covered volume lists the 
names, addresses and chief execu- 
tives of more than 2,000 national 
trade associations. While not as 


complete as the 1949 700-page di- 
rectory, it is useful in itself as a 
guide to this ever-growing facet of 
our economic structure. 

Among the interesting facts culled 
from this little book is that the 
group with the largest staff is the 
Assn. of American Railroads, that 
with the largest membership the 
Natl. Assn. of Retail Grocers. 


© Directory of Consultant Members, 
American Management Assn., New 
York, 63 pages, $2 ($1 to AMA 
members) . As business grows 
more complex, the role of consult- 
ants has also grown, and grown 
rapidly, especially in the post-war 
years. As consultants have become 
more acceptable to management, 
there has been a tendency for them 
to become more specialized. It has 
almost reached the point where 
management needs to retain a con- 
sultant to guide them in the selec- 
tion of the proper consultant. 

This initial effort on the part of 
the American Management Assn. 
is one step toward bringing order 
into the picture. It lists those con- 
sultants, who are all AMA members, 
by field of consultancy, as well as 
alphabetically. All information was 
supplied by the firms listed, and 
AMA has not attempted any evalu- 
ation. 

However, in an introductory es- 
say, Robert F. Dick, vice president, 
Illinois Tool Works, Chicago, gives 
some practical advice on selecting 
and working with a consultant. 


Printshop illustration from the book. 


@® Handbook of Early Advertising 
Art, by Clarence P. Hornung, 3d 
edition, Dover Publications, N.Y.; 
Pictorial Volume, 242 pages, $10; 
Typographical Volume, 311 pages, 
$10; if ordered together, both vol- 
umes, $18.50 . . . These two volumes 
belong in any advertising library 
worth its name. They constitute the 
largest collection of early art that is 
readily available for use. All illus- 
trations and type are in the public 
domain, and can be used by the 
purchaser without payment and 
without a credit line. 

The pictorial volume, which has 
had 16 pages added since the 2d 
edition, is arranged by subject, with 
1,790 illustrations, ranging in size 
from thumbnail sketches to full- 





page illustrations. The typographic 
volume has 51 new plates since the 
earlier edition. Of particular inter- 
est is the wide selection of decora- 
tive initials, most of which are in- 
cluded in full alphabets. 


© TV Demonstration Devices, a 
Thesaurus, by Schwerin Research 


Abetter ‘marketplace’ 


Corp., 1775 Broadway, New York, | 


99 pages, $10 
learning one thing about tv com- 
mercials, it is that it takes a vivid 
imagination to make a point, to cap- 
ture the attention of the audience, 
to fix a sales feature or a brand 
name in the mind of the viewer. 

Here is a collection of nearly 400 
devices which have actually been 
used on television, listed by the im- 
pression, like “popularity,” “rugged- 
ness” or “adhesiveness,” they are 
trying to make, with cross-indexes 
by brand name, by product type, 
and by object used. It does not pre- 
tend to be complete, nor does it 
attempt any evaluation of effective- 
ness. As a listing, it may serve the 
copywriter as inspiration and sug- 
gestion for a new adaptation or a 
new approach. 


@ Business Speaking, by James F. 
Clyne, Charles A. Dwyer, Edward 
J. Kilduff and Ralph M. Zink, Ox- 
ford University Press, New York, 
233 pages, $3.75 . . . This textbook, 
written by four members of the 
faculty of New York University, 
combines a practical text and a 
workbook for a course in business 
speaking to be taken by under- 
graduates and active business peo- 
ple alike. The first part of the book 
includes 15 assignments in speech 
writing and delivery, while the sec- 
ond part underscores the need for 
mastering the tools of oral com- 
munication. While designed primar- 
ily for use in a classroom situation, 
it should be of some value to any- 
body wishing to improve his speak- 
ing habits. 


If admen are | 


And the sheer beauty of 
Heinn Loose-Leaf Binders 
gives your catalog “package 
appeal’’—the same force that 
moves customers to reach for 
products in a supermarket. 
Once your customers handle 
your catalog and find exactly 
what they need in three sec- 
onds, your sale is made! 


when Heinn 
makes 
“shopping” easy 


Whether buyers shop in a store 
or page a catalog, your chances 
of selling them depend substan- 
tially on the supermarketing 
approach. Everything must be 
arranged for their convenience. 


Loose-leaf catalogs, always at 
their best with custom-styled 
Heinn binders and indexing, 
provide “supermarket” arrange- 
ment — every item correctly 
classified and easy to order. 
Sections and sheets stay up to 
date and in sequence. 


salesmen more productive, keep your product messages 
before dealers between sales calls, reduce order 
eet el le tt mee 


sands of sales executives know these 


facts because they're Heinn cus- 
tomers. You can learn the 
sales-making Heinn 

plan by mailing 

this coupon: 


oer 
ee 
oer we Copyright 1956, by 
q The Heinn Company, Milwaukee ~ 
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Super 


Willard Probst stands at a giant, 
automated control panel in New 
York and Penn’s Lock Haven, Pa., 
mill, carefully regulating the flow 
of paper ingredients from 33 stor- 
age tanks to paper machines. 


ANCHOR MAN ON A PAPER MAKING TEAM 


While it may seem a simple matter of pressing 
buttons, Willard Probst’s work actually is a 
vital link in transforming basic ingredients 
into smooth, finished paper. For each section 
of the huge panel controls vital operations in 
the flow of fibres, chemicals, and fillers used 
in making New York and Penn papers. 

That’s why Willard Probst is an anchor 
man on New York and Penn’s team of fine 
craftsmen. Because of the millions of dollars 
worth of scientifically accurate new equip- 
ment at his fingertips, you get better New 
York and Penn papers of every type, every 
time—at savings. 


Whether you need papers for commercial 
printing or book or magazine publishing, it 
will pay you to investigate New York and 
Penn—and the unusual blend of craftsman- 
ship and modern technology that makes their 
papers so desirable. 

If you haven’t already seen it, write today 
for your copy of “The Papermakers” which 
tells the whole story of New York and Penn 
quality . . . from forest to Fourdrinier, and 
beyond. Ask, too, for samples and the name 
of our nearest distributor. New York & Penn- 
sylvania Co., 230 Park Ave., New York 17, 
New York. 


New York and Penn 


Kile and, Fgoer Varn CCAM C24 


English Finish * Eggshell * English Finish Litho * Offset 


Music * Bond * Tablet * Duplicator * Mimeograph 


Drawing 





dwertising Requirements 


PLANNING 


AN AGENCY MO 


The behind-the-scenes story of an agency move that had two 
years of solid analysis behind it, covering the use of 


space and the way the agency actually worked. 


By Robert B. Konikow 
AR Managing Editor 


Twenty-one years ago, the Leo 
Burnett Co., with eight staff mem- 
bers and three accounts, opened for 
business. It occupied a small suite 
in the London Guarantee Building, 
on Chicago’s North Michigan Ave- 
nue. 

The agency grew in volume, in 
staff, and necessarily, in space as 
well. From time to time, it took 
over more space in the building. 
By accretion, the one small suite 
grew to a collection of rooms that 
spread over 11 floors in the original 
building, and even one floor in an- 
other building two blocks away. 


It did not take an efficiency ex- 
pert to point out that this was not 
the most effective working space, 
but it was not easy to work out a 
solution to the problem. The most 
obvious solution to consolidate 
space within the building which had 
been home for so many years 
was not easily applied. While the 
building management was anxious 
to help, and had indeed been very 
helpful in the many moves through- 
out the years, the situation had just 
grown too complex to be capable 
of easy solution. 


> There were many old, respected 
tenants in the building beside Bur- 


nett, and their needs could not be 


shunted to one side. To gather to- 


gether enough adjoining space 
would be a long drawn-out, piece- 
meal process. Bits and pieces of the 
office would have to be moved sep- 
arately. This would pile confusion 
on confusion, and expense on ex- 
pense. It would keep the turmoil of 
a move going for many years. 
Move to another building? In any 
good building, much the same dif- 
ficulties would exist. It would not 
be easy to put together enough 
space to satisfy the demands of the 
growing agency, whose billings had 
already crossed the $75,000,000 
mark. Furthermore, Burnett felt it 
had to stay within a fairly restricted 
central area, for convenience to cli- 
ents and sources of supply. This 
limited its range considerably, for 
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ae 
Reception Room . 


there wasn’t too much building 
going on in central Chicago. 


> The construction of the Pruden- 
tial Building, Chicago’s tallest, and 
one of the most exciting new struc- 
tures in the country, opened up new 
possibilities, and Burnett manage- 
ment began to think of whether this 
was the answer to its problem. For 
here was a building with lots of plus 
factors: it was new; it was modern; 
in itself, it would be an attraction; 
it was only a stone’s throw from the 
familiar corner; and most important 
of all, it was available in large 
enough units. 

But it took more than ten months 
of careful study to see whether the 
move would actually be effective. 
The study began in March 1955, 
covering the workings of the agen- 
cy, and how it would fit into the 
new building. The lease, for five full 
floors, was signed on January 7, 
1956, and construction started on 
April 16. The actual move took 
place over the weekend of October 
28 and 29. 

To handle the task of moving, a 
special agency-wide committee was 
set up, headed by R. N. Heath, pres- 
ident of the agency. Other members 
were Andrew F. Armstrong, vice- 
president in charge of creative serv- 
ices, R. S. Hampton, agency art 
buyer, E. Ross Gamble, treasurer, 
Theodore Mendl, office manager, 
Cliff Irwin, assistant secretary, Jo- 
seph Frasor, purchasing, Strother 
Cary, administrative vice-president, 
and David N. Dole, vice-president, 
business division, broadcasting de- 
partment. Collectively, this group 
took in most phases of the agency 
activity, and had many, many years 
of over-all agency experience. 

This committee worked 
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. . Engravings of clients’ ads decorate wall on production floor. The 
pneumatic tubes end behind the small door in the corner. Note the name plates. 


whole on the broader aspects of the 
program, and broke down in smaller 
groups to study and handle more 
limited problems. Other staff mem- 
bers, especially department heads, 
were brought in when the discus- 
sion reached into their areas of in- 
terest. 


> One of the first tasks was to get a 
good picture of the way in which 
people and materials moved around 
the existing office. What was the 
actual flow, and what would be the 
necessary channels for most effec- 
tive work? 

The mechanics of obtaining this 
were fairly simple. On a given day, 
each staff member was asked to jot 
down his travels throughout the 
agency. Every time he saw some- 
body outside of his own department, 
he made a note of it. Samples like 
this were taken on a number of 
days, to get random results. 

Similar counts were taken of tele- 
phone use, and of the travel of 
memos and_ envelopes’ through 
the internal communication system. 
Put together, this gave a picture of 
the actual flow through the office, 
of the existing habits of the staff. 

This did not necessarily reflect 
the optimum locations, since the 
physical structure influenced the 
pattern. Because of location, a con- 
tact that should have been made in 
person may have been made by 
phone, and vice versa. 

To add to the reporting of actual 
movements, key men, especially de- 
partment heads, were asked to out- 
line their own requirements, includ- 
ing their preferred positions and 
neighbors. 

These latter could be taken into 
account, but they obviously could 
not be accepted as the sole guide. 


In the first place, it would take an 
unlimited budget to give each de- 
partment all the space and all the 
facilities its head would have liked. 
In addition, each department would 
like to have a fine view, next to the 
elevators, handy to the washrooms, 
just a step from the coffee machine, 
next door to everybody else, and 


possibly not too near top manage- 
ment. 


> The committee balanced the re- 
quests of the department, estab- 
lished basic space allocations, and 
made tentative assignments and de- 
cisions. It was fairly simple to de- 
cide, largely as a matter of policy, 
which departments belonged on the 
same floor. For example, it early 
seemed advisable to place the ac- 
count executives on the same floor 
as top management. Service and 
production similarly belonged to- 
gether. It was more difficult, how- 
ever, to decide the order of the five 
floors, and several possible arrange- 
ments were pencilled in for detailed 
study. 

At about this time, well before 
the signing of the lease, an outside 
consultant and designer was 
brought in. Maria Bergson Associ- 
ates, New York, was selected to do 
the detailed planning, to turn the 
block assignments of space into 
space for individuals, including par- 
titions, color scheme, and even fur- 
niture. 

Miss Bergson assigned a_ task 
force to each floor. In a series of 
conferences, Bob Hampton, a mem- 
ber of the agency committee, who 
fortunately had had some architec- 
tural training, brought each task 
force up to date on the needs of its 
floor. This was based on a correla- 
tion of the comments of the staff 
members. 


> One of the innovations of the floor 
plans finally accepted was the as- 
signment of some of the outside 
areas, against the windows, for sec- 
retaries and general work space. 
This was in contrast to the usual 
practice of using the outside just 
for private offices. It resulted in 
economy of space, for five floors 
weren't enough to give outside of- 
fices to all those who would have 
liked or preferred them. In addi- 
tion, having these open areas 
against the windows let light into 
the center of the floor, and elimi- 
nated the too common tendency to- 
wards claustrophobia. 


> Each office and work area was 
designed with needs of the specific 
occupant in mind. This involved a 
detailed study of the work habits 
of each employe. 





These studies revealed some in- 
teresting aspects, which influenced 
the design of the offices and their 
equipment. For example, a typist in 
the television production depart- 
ment was frequently called upon to 
type up scripts from large story- 
board cards. In the old offices, the 
girls struggled with these unwieldy 
boards, having no place to hold 
them where they could be read dur- 
ing typing. These desks were there- 
fore designed with a built-in rack 
to hold the boards in a convenient 
relationship to the typewriters. 

Doors were frequently found to 
be unnecessary. While almost ev- 
erybody said he preferred a door, 
actual observation showed that 
many staff members left their doors 
open almost all of the time. So un- 
less privacy was a specific require- 
ment of a particular job, the door 
was left off, saving about 18 square 
feet of floor space and $185 each! 

One basic decision that resulted 
in a considerable saving was to set 
up a central file system. Only 
enough filing room was assigned an 
individual to take care of his day- 
to-day needs. Everything else was 
sent to a departmental file section, 
to general files, to storage, or de- 
stroyed, depending upon its age and 
importance. In this process, it was 
found that duplicate copies of tem- 
porary memos and circulars were 


taking up space in filing cabinets 
all over the agency. As they came 
flowing into the new central files, 
duplicate copies were simply de- 
stroyed. 

This saved tremendous, 
measured, amounts of space. For 


if un- 


weeks before the move, special 
trucks had to be sent to the old 
building to remove the quantities of 
paper that were found to be un- 
necessary. The regular’ building 
trash removal services simply could 
not handle the bulk. 

Most of the furniture for the new 
office was designed and built for 
each person who was to use it. 
Built-in pieces were used exten- 
sively, and the cubic space of each 
cubicle was utilized to the maxi- 
mum. Shelves and cabinets were, 
for example, hung from the walls 
above work areas. Everything, from 
a storage drawer to the typewriter 
and wastebasket, was placed within 
reach of the occupant. 


> Most of these offices seem small 
on paper, but they don’t give that 
effect when you actually see them. 
Miss Bergson attributes the feeling 
of spaciousness to a number of fac- 
tors: 


e The high proportion of built-in 


furniture . . . This, alone, gives a 


sense of freedom, of lack of crowd- 
ing. 


© The height of partitions . . . Only 
seven feet high, the partitions stop 
within two feet of the ceiling. The 
brightly-lit ceiling which does not 
try to image the divisions of the 
partitions helps make the offices 
seem larger. 


@ The lack of doors . . . Again, a 


feeling of openness, of nothing in 
the way. 


® The color scheme... A great deal 
of white on the walls and partitions 
makes the cubicles brighter, and 
permits areas of clear, bright colors 
as accents, in contrast to the 
washed-down tints so common in 
office decoration. 


>» Each of the five floors has its own 
reception area, with two reception- 
ists on duty. The fifteenth floor, up- 
permost of the five occupied by the 
agency, has been assigned to offices 
for top management and account 
executives. On the 14th floor are the 
art and copy departments. Radio 
and television departments take up 
the 13th floor. Production, service 
and accounting are on the 12th, with 
media and research on the 11th. 
Part of the 10th floor is being read- 
ied for additional offices. 


e Each floor, except the 12th, has at 
least one conference room. The cli- 
ent conference room, on the 15th 
floor, is the largest and most luxu- 
rious of them all. It is actually two 
rooms, for an informally furnished 
foyer can be closed off for a smaller, 
less pretentious gathering. It can 
also be used as a reception area for 
conferences in the larger room. It 
is equipped for both direct and rear 
projection of 16mm film. 


a 


Conference Room . 


® Most in use are the conference 
rooms on the 14th floor. These are 
twin rooms, with both 16mm and 
35mm projection. One wall of each 
room is covered with large squares 
of coarse cork, which are attractive 
in themselves, and also form a good, 
neutral background for storyboards, 
comprehensives, and other large 
pieces which should be looked at as 
a group. The twin rooms are inde- 
pendent, but they are served by the 
same projection room, and one can 
be set up while the other is in use. 


e The 14th floor projection room is 
connected by an electric dumb 
waiter with the film library, located 
directly beneath on the 13th floor. 
This is the production floor, and the 
whole central area contains all the 
facilities of a small, but complete, 
studio. There is, of course, a pro- 
jection room, similar to the one 
above, but this has connected with 
it a recording booth for experimen- 
tal audio work as well as record- 
ing a commentary to a picture dur- 
ing projection. 


@ Convenient to the film library 
and inspection room are two small 
viewing rooms. These contain tele- 
vision sets and small motion picture 
projectors, and are just large 
enough so that four or five people 
can gather around to check a reel 
of commercials. 


e Included in this production core 
on the 13th floor is a large kitchen- 
laundry, which is also usable as a 
picture studio. The equipment, 
which includes working electric and 
gas stoves, is suited for use as back- 
grounds for food pictures as well 
as for practical preparation of test 
recipes. Part of the floor has been 
covered with plywood sheets, easily 


. . One of two on the 14th floor, this has one wall of cork, 


board rails. All furniture is light enough to move around easily 
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which cameras or 
backgrounds can be secured. Also 
for photographic purposes, the false 
ceiling has been omitted from this 
area, to permit greater height for 
lights. 


replaceable, to 


> While closed circuit television has 
not been included in the present 
arrangements, the agency is look- 
ing forward to its installation before 
long. Conduits have been installed 
from the Burnett floors up to the 
WGN transmitter atop the build- 
ing, so the station facilities can 
be easily utilized. When needed, it 
will be necessary to do little more 
than plug in a camera and a re- 
ceiver in the appropriate locations. 

Many of the offices are already 
hooked up with the master antenna 
system of the building, and outlets 
have been prepared for others, to 
be hooked up when needed. 


> The agency message center is also 
on the 13th floor. This is where the 
telephone switchboard, which alone 
took ten months to build, is located. 
The telegram unit and the teletype 
are located in this section, adjacent 
to the Mimeograph and Ozalid 
equipment. A pneumatic tube sys- 
tem connects the message center 
with terminals behind each of the 
reception desks. 

An incoming telegram or teletype 
message can thus be sent to its re- 
cipient without delay. The message 
center uses the pneumatic tube to 
get an incoming message to the 
proper floor. When it gets there, 
one of the two girls carries it to its 
final destination. Having two girls 
eliminates having to make the 
choice of leaving the reception desk 
untended or delaying the message 
until the arrival of the regular mes- 
senger. 


Message Center Pneumatic tubes 
connect this room to the reception desks 
on all floors, for rapid forwarding of 


telegrams 
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Copywriter’s Office . One of the few 
with outside windows, the functional de- 
sign includes a typing-high desk over 
file cabinets. 


> The actual move took place with 
little interruption to regular work. 
All new furniture had been installed 
in the new building before the 
move. On Friday, at the close of 
business, the staff went home and 
the movers took over. On Monday 
morning the staff reported to their 
new offices and could start to work 
without delay. 

Getting used to the new offices 
might have been a problem, but the 
agency took several steps to smooth 
out orientation. Each employe, of 
course, was given the location, indi- 
cated by a grid number, of his new 
desk. When he arrived Monday 
morning, these grid numbers had 
been posted on walls and partitions 
to serve as a temporary guide. Held 
up by cellophane tape, they served 
as an aid to initial navigation, but 
soon became unnecessary and could 
be removed. 

As the employe went through 
the corridors to his desk, he saw 
name plates indicating departments 
and special rooms. However, when 
he arrived at his own location, he 
was greeted by an innovation — 
his own name on his own name 
plate. These personalized name 
plates have proved to be very popu- 
lar and helpful in getting a staff of 
over 600 better acquainted with 
each other. 


> An additional help was a pocket 
size pamphlet — 12 pages 334x812”, 


black and brown. This included 
floor plans of each of the five floors, 
a directory of services and stores 
available within the building, a page 
of facts headed “Conversation pieces 


and thought-starters,”’ and finally, 
an alphabetical listing of which 
things were where which ran, ap- 
propriately enough, from account 
executives to washrooms. 

In addition to this, tours were 
run for all employes. In groups of 
ten or fifteen, staff members were 
shepherded from floor to floor, get- 
ting an idea of what the physical 
quarters looked like. This went on 
steadily until all employes had tak- 
en the tour. 

When top management learned 
that a number of employes had ex- 
pressed interest in showing off the 
new quarters to their families, it 
instituted a series of family nights. 
On a given night, all staff members 
who worked on a designated floor 
could invite their spouses to go 
through the office. On that occasion 
dinner and a trip to the observation 
platform on the top level of the 
building was the gift of the agency. 


> The careful advance planning, 
however, was unable to come up 
with a practical use for a terrace at 
the 11th floor level. Taking up near- 
ly 25,000 square feet, it has baffled 
the agency experts. As a result of 
its full-page ads in the Chicago 
newspapers, the Wall Street Jour- 
nal and Advertising Age, the agency 
received a number of suggestions, 
most of them wild, but a few help- 
ful. Nevertheless, no final decision 
has been reached. A_ helicopter 
landing pad is being considered. 
The building is new, the offices 
are new, the furniture is new, but 
one touch, now a tradition with the 
Leo Burnett Co., has been carried 
over to the new quarters. In each 
reception room there is still a bowl 
of apples, ready for visitor or em- 
ploye alike. 44 


Artist’s Quarters . . . Efficient for work- 
ing, the white walls adds to the spa- 
ciousness. The shelf over the built in 
desk offers additional space for mate- 
rials, all within arm’s length of the oc- 
cupant. 
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By Gordon C. Bowen 
President, Premium Adv. Assn. 
of America 


Ten years ago World War II 
shortages were disappearing. The 
much-heralded, much talked-about 
era of postwar competitive selling 
began. Nobody knew — although 
many claimed to know exactly 
what to expect of our economy. But 
one thing almost everybody agreed 
on: things were going to be much, 
much tougher for every kind of 
business. 


Let the economists say what they 
will about things like accumulated 
demand and pent-up purchasing 
power and record savings and all 
the other nice numbers. The fact of 
the matter, as any sales manager 
knows, is that the market for any 
product could have gone either way 
during those first postwar years. 
The market (that is, the American 
people including you and me) 
might have held on to their savings, 
might have been afraid to go into 
debt, might have kept their standard 


of living at a lower level .. . if they 
hadn’t been sold. 

But sold they were. Maybe the 
fact that so many businessmen ex- 
pected a slump and wanted to make 
certain that they could pull through 
it helped. Anyway, every technique 
and gimmick in the arsenal of sales- 
manship — many unused since the 
thirties was dusted off, refur- 
bished and put to use. 


’ One of these, and an important 
one, was premium merchandising. 
Which brings us to the point of 
this article: what has happened to 
premiums during this ten year peri- 
od and where do we go from here. 
The premium should really be 
called “the incentive.” For that is 
really what it is: an extra incentive 
to buy, an extra incentive to sell, 
an extra incentive to display. 
Premiums were called into play 
at the very beginning of the postwar 
selling effort where it took “that 
something extra” to make the sale. 
It might be worth while looking 
at the areas where the postwar use 


of premiums began and then follow 
through on some of the major trends 
during this ten-year upsurge. 

Such an examination is more than 
an interesting sidelight. Just as we 
can learn a good deal from the les- 
sons of history in world affairs, so, 
too, we can profit from looking at 
business history. 


>’ When the _ postwar _ shortages 
eased, most businessmen were re- 
luctant to go back to premiums or 
to make their first start. After all, 
they'd done pretty well without any 
extra incentives for quite a few 
years, even with rationing, price 
control, etc. What’s more, many top 
management people have a peculiar 
psychology about premiums: wheth- 
er it makes sense or not, they re- 
sent what they think of as “brib- 
ing” the consumer to buy or the 
dealer to sell their produce. 

So premiums came back first 
where they had always been strong 
and almost essential in cereals, 
soaps and products where 
there was very little apparent dif- 


other 
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ference among competing brands. 
The familiar litany began: “Send- 
only - 10c - and - two - box - tops - and- 
get - this - wonderful - premium - but- 
hurry-offer-is-limited. . .” 


> During a two or three year period, 
two things happened very rapidly 
to change this theme song. First, 
inflation, and second, the impact of 
an accelerated change in taste and 
standards of living hastened by the 
growth of a new medium, television. 

Inflation threw a major scare into 
premium advertisers because it 
raised the cost of their premiums 
and most of the “old pro’s” had been 
trained in a set of rules. One rule 
was the “single coin” theory of self- 
liquidators. This held that you lim- 
ited the effectiveness of your pre- 
mium if you required a price that 
called for more than one coin. An- 
other was the “rule” that 25c was 
the maximum price of a _ self- 
liquidator. 

With materials and labor costs on 
the rise, it soon became almost im- 
possible to get a decent premium 
outside of children’s novelties for 
10c and increasingly difficult to get 
a satisfactory 25c offer. Some ad- 
vertisers switched to other kinds of 
promotions (more about this short- 
ly). Others tried to cut corners on 
price by reducing quality; these 
learned “the hard way” and quickly, 
too. One large advertiser, for ex- 
ample, had to refund thousands of 
dollars to irate consumers because 
his supplier, not he, had cut quality 
to meet a price. 


> Television, too, with its change in 
the whole pattern of advertising, hit 
the children’s premium field with 
special impact. For one thing, it 
moved rapidly, with fashions and 
fads making meteoric rises and as 
sudden descents. So we saw Howdy 
Doody, spacemen, Davy Crockett 
and similar phenomena. These fads 
had always existed pre-war. But tv 
increased the size and speed of the 
boom-and-bust cycle and left a 
number of people hurt. 

As a rule, the major advertisers 
found each of these little crazes an 
excellent sales stimulant. They were 
the original sponsors of the tv shows 
and able to reap all the subsidiary 
benefits of a premium promotion. 
They also got in early and were able 
to measure the tapering off in pull- 
ing power and get out before it sub- 
sided. 

But the imitators, both suppliers 
and advertisers, didn’t fare so well. 
Many of them got in a little late 
and tried to hang on too long. 


> This not-entirely-sad chronicle 
continues to this day and, human 


nature being what it is, probably 
will be with us always. There is, 
however, a lesson in the history of 
the last ten years to be learned for 
anyone in the juvenile premium 
field (Elvis Presley please note): 

Premiums, like other techniques 
of advertising and promotion, de- 
pend heavily on creativity, imagina- 
tion and flexibility. There may be 
some quick profits in blind follow- 
the-leader imitation, but there is a 
proportionately greater risk. 

The box-top Davy Crockett-etc. 
type of premium, however, is by 
no means the only application of 
the incentive technique. It’s the 
most spectacular, it gets a large pro- 
portion of the media advertising, 
and in some ways it’s the most fas- 
cinating because every promotion 
is imbued with some of the same 
excitement as rolling the dice in a 
game of large stakes. 


> Continuity programs started a 
slow comeback very early in the 
postwar premium revival and have 
continued at a steadily growing pace 
ever since. One sign of the times 
was the case of a popular cigaret 
brand which, before World War I, 
had built its sales on a premium 
coupon promotion. Its wartime sales, 
perhaps assisted by wartime short- 
ages, were excellent even though 
the premium program was a war 
casualty. After the war the company 
felt that it would be able to hold 
its sales level against the huge ad- 
vertising budgets of its major com- 
petitors because of customer “loyal- 
ty.” A few looks at the sales curve 
and it was back offering premiums 
with a vengeance. 


The major cereal companies re- 
vived their pre-war continuity pro- 
grams, too, and a number of other 
advertisers, mostly in the grocery 
products field, followed suit. With 
the scramble for position among a 
number of brands, and new prod- 
ucts coming on the market every 
week, what these companies did 
was (no pun intended) to put a 
premium on repeat sales to the 
same customers. 

Manufacturers weren’t the only 
ones concerned with giving cus- 
tomers an extra reason to keep on 
doing business at the same stand. 
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Retailers, too, as competition in- 
creased started offering extra in- 
ducements. Supermarkets undertook 
their own promotions, usually pat- 
terned after grocery manufacturers. 
Gasoline distributors, dry cleaners 
and other competitive retail opera- 
tors began to run their own promo- 
tions, too. 


> Meanwhile, back at the home of- 
fice, marketing men were awaken- 
ing to the fact that the distribution 
pipelines were being filled, supply 
was catching up with demand, and 
some pretty hard selling had to be- 
gin. There was lots of talk about 
the shortage of trained salesmen, 
about how everybody had turned 
into order takers. 

There was a fair amount of re- 
sentment about it (“after all, these 
guys are making twice as much as 
I did when I was selling in the 
field”) but sales incentive programs 
were started to stir the laggard men 
in the field into 
quota-beating 


action. Prizes, 
awards, point sys- 
tems and other promotions aimed 
at the salesmen offered premiums 
for results. It worked, too, because 
no matter how lavish the incentives, 
the cost is less than an increase in 
salary or commissions and the com- 


petitive excitement produces more 
selling effort and individual drive. 


> Dealers, too, started to become 
an unfamiliar problem to the post- 
war marketing men. Instead of 
fighting to get shipments of almost 
anything, dealers started to get 
choosy and concerned about over- 
priced substandard inventory. In 
the grocery field, fast-moving brand 
names, better markups and the oth- 
er essentials of competitive retail- 
ing came to the fore. In housewares, 
home appliances and every other 
field including automobiles, similar 
considerations became paramount. 


“If the dealer doesn’t stock it, we 
can’t sell it’ may seem axiomatic 
today, but it came as a revelation 
to a sizeable number of companies 
only a few years ago. So incentive 
programs aimed at getting dealer 
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New York 11, N. Y. 


orders came to the fore very early 
in the premium boom. There were 
sound economic reasons for the 
emphasis on dealer premiums, some 
of them similar to those for run- 
ning sales incentive programs. Deal- 
ers, too, were caught in the squeeze 
of rising costs. Premium programs 
for dealers did not offset the pres- 
sure for greater margins for the 
dealer but they did “sweeten the 
pot” where it counted. 


>’ The Korean conflict threatened 
shortages of a number of lines of 
premium merchandise and, for a 
time, caused the discontinuance of 
some promotions. But most of the 
threatened shortages never devel- 
oped. Some “foresighted” premium 
buyers stocked up in anticipation 
of acute shortages and were stuck. 
One effect, though, was to increase 
the plant capacity of manufacturers 
who geared for war production; this 
capacity provided new sources of 
premium merchandise and also new 
pressures to increase sales volume. 

During the period until about 
1950, the curve of premiura activity 
went up at a really spectacular 
level. As the premium technique 
was adopted by more and more 
companies, their competitors began 
to counter with their own offers. 
Then came “wheeling and dealing.” 


> During the early 1950’s more and 
more advertisers found themselves 
in a position of competing directly 
against another premium promotion 
rather than in the happier position 
of having a premium as a competi- 
tive advantage. Instead of premium- 
vs-nothing, it became premium-vs- 
premium. 

Some strange things began hap- 
pening. Soap promotions, for ex- 
ample, shifted from self-liquidating 
premiums to couponing (cash dis- 
counts) and deals (2-for-the-price- 
of-one). The results were more 
pectacular in terms of immediate 
iles, but costs were equally spec- 
vacular and a full-scale grocers’ re- 
bellion was started because of the 
handling costs and confusion these 
promotions created at the retail 
level. Premiums and contests soon 
came back to their position of 
strength. 

Gradually in some cases, more 
rapid!y in others, advertisers dis- 
covered that the old “rules” de- 
scribed earlier no longer held in 
the new economy of abundance. 
Premiums before the war had been 
thought of as a “depression” medi- 
um and the rules were molded ac- 
cordingly. 

Premium advertisers found that 
good quality, high value and a cre- 
ative, stimulating, promotion were 





much more important ingredients 
than single coin prices, 25c-ceilings 
and similar shibboleths. As long as 
the value was right, consumers were 
and are willing and able to pay (or 
do) whatever is necessary to earn 
the quality premium. 


> Premiums also began to play a 
larger role in another tight selling 
situation that reached acute propor- 
tions during the early 1950’s — the 
maintenance of fair trade. Not only 
the discount houses but the grow- 
ing pressures of competition to sell 
the results of a great increase in 
industrial capacity and productivity 
put the pressure on price mainte- 
nance for the first time since war- 
time “price ceilings” actually put a 
floor under some prices. Faced with 
pressure to reduce prices, many ad- 
vertisers, especially in the house- 
wares and home appliance fields, 
found that offering premiums with 
purchases helped to counter the de- 
mand for cut prices and to main- 
tain the fair trade price. 

Fair trade also assisted premium 
activity in another way. It estab- 
lished clear-cut nationally-recog- 
nized retail price values for a large 
area of premium merchandise. This 
made the values of the premium 
offer immediately apparent to the 
consumer. 

Retailers who depended on fair 
trade’s high markups, however, 
formed a very vocal but not very 
effective source of opposition to 
premium promotions. Their attitude 
was that use of an item as a premi- 
um cut into their retail sales (this 
despite a great deal of evidence that 
the reverse was true: promotion of 
an item as a premium gave it great- 
er advertising and created a con- 
sumer demand at the retail level). 

Such opposition, however, was as 
nothing against the tide of premium 


promotions sweeping through every 
phase of marketing. This was not a 
fad, either. Few people who sponsor 
premium promotions actually like 
the idea; most would prefer to do 
business without them. But extra 
incentives to make sales were es- 
sential and so almost everybody be- 
gun using premiums. 
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> The huge outburst of promotional 
activity during this period, which 
is continuing at an even higher levei 
today, brought with it a number of 
problems and a number of benefits. 
New premium users without a 
background of experience stumbled 
and made mistakes in an effort to 
keep up with the competition. Some 
who couldn’t stand up to the com- 
petition felt that somehow the whole 
thing was a little illegal and when 
they found out there was no law 
prohibiting their competitors from 
using premiums started asking for 
one. 

But by the mid-1950’s the great 
volume of premium activity had de- 
veloped a resource of great value 
to any promotionally-minded mar- 
keting man: a great number of sup- 
pliers of premium merchandise with 
a solid background of experience 
and know-how. A few years ago, 
there was a relatively small hand- 
ful of suppliers on whom a premium 
user, especially a novice, could 
count for sound advice on how to 
run a_ successful promotion. This 
number is vastly increased today, 
and the level of success of premium 
promotions benefits as a result. 

Then, too, the choice of premium 
users began to widen appreciably 
and is even greater today. Manu- 
facturers who would not consider 
selling their products as premiums 
began to look at a tempting market, 
to explore it, and to find that it rep- 
resented a substantial and very re- 
spectable volume of sales. The larg- 
er among them set up separate 
premium departments and either 
trained or hired men with the right 
kind of promotional background to 
help on premium programs. 


>’ The premium boom, which had 
become increasingly important in 
retailing in general and in the su- 
permarket field in particular, en- 
tered a new phase with the very 
dramatic growth of trading stamp 
promotions. Retailers who had been 
using giveaways,  self-liquidators 
and continuity promotions began 
switching to trading stamp promo- 
tions because, at the start at least, 
these produced enough additional 
sales to justify their costs . . . and 
the costs are substantial. 
Opposition to trading stamps, 
spearheaded by a national super- 
market chain, grew as the success 
of these programs pulled store traf- 
fic away from the stores who had 
no such offers to the stores who 
had. This opposition was conducted 
on many levels, including price- 
cutting, lobbying in state legisla- 
tures for anti-trading stamp bills 
(which sometimes threatened all 
premium promotions because they 


became anti-premium bills) and 
pressure on grocery manufacturers. 

None of this opposition was effec- 
tive for very long, and finally some 
of the key opponents of trading 
stamps among supermarket oper- 
ators adopted such programs them- 
selves. 

This trading stamp activity served 
to make the consuming public “pre- 
mium conscious” and increased the 
receptivity to all kinds of premium 
offers. It also provided competition 
for premium offers which had to 
measure up in quality and value to 
the catalogs of the trading stamp 
houses. 


> “Dealer loaders,” premium pro- 
grams aimed at getting the dealer 
to order exceptionally large quanti- 
ties at one time, went through the 
same kind of boom as _ trading 
stamps. One grocery trade magazine 
even ran an article describing all 
the things which a grocer could get 
to furnish and equip his house if he 
accepted all the dealer-loading of- 
fers . . . and added that he could 
win the house itself in a current 
display contest! 

Areas of the country which had 
previously had little premium ac- 
tivity became premium conscious, 
too, as a result of all this activity. 
On the West Coast and in the 
Southwest, in particular, local and 
regional advertisers moved into 
premium promotions with a venge- 
ance. 

This period, which we can say is 
just about drawing to a close (al- 
though, like any other general sur- 
vey, there are lots of exceptions and 
contradictions), was characterized 
by what might be termed “wheeling 
and dealing.” There was lots of 
monkey see-monkey do promoting; 
poorly conceived and planned pro- 
motions ran just because the com- 
petition was doing it. There were 
some excesses. But, most impor- 
tantly, there were many important 
sales increases which made _ the 
whole scramble worthwhile for most 
of the companies involved. 


> The New Yorker magazine has 
something called “The Clouded 





Crystal Ball Department.” Any at- 
tempt to evaluate the current scene. 
let alone to look at the future, must 
fall into that category. Hindsight, 
after all, is much more accurate 
than foresight. With this word of 
caution, here is how the situation 
looks to at least one observer: 


® The level of premium activity 
continues to go up. But along with 
it, there is a leveling off process, 
especially in the use of premiums 
without a sound basis but just to 
be “doing something.” 


Many companies in the United 
States and Canada have learned 
through trial and error which are 
the more productive techniques and 
how to use them. Many more com- 
panies are now in the position of 
having available to them a large 
body of knowledge, skill and expe- 
rience which can save them from 
some of the more costly mistakes 
which have been made in the past 
few years. 


® More and more emphasis is being 
put these days on creative premium 
promotions rather than run-of-the- 
mill, and the results justify the ef- 
fort and imagination expended. 


Premiums more and more are be- 
ing used to get carefully-pinpointed 
results rather than as a shotgun 
technique. Dealer loading programs, 
for example, are increasingly aimed 
not so much at getting the merchan- 
dise in the dealer’s warehouse as in 
getting it on the shelves and dis- 
played where it can be sold. Self- 
liquidators and continuity programs 
are directed at getting specific kinds 
of customers in specific parts of the 
market and getting repeat business 
from them. 


e Trading stamp promotions are 
reaching the saturation point in 
many markets, and this presents an 
interesting development in the pre- 
mium picture. As more and more 
stores in the same town start trad- 
ing stamp programs, the competi- 
tive advantage tends to diminish. 
The first ones tend to hold on to at 
least part of their gains, but the 
late-comers are in a different situa- 
tion. The result is that the retailer is 
faced with some hard alternatives: 
to drop stamps entirely, which is 
hard to do when his competitor is 
offering them; or to supplement his 
stamp offer with special premium 
promotions. 


In coming months and years, we 
will see both of these alternatives 
explored and what happens as a 
result will be of great importance 
for concerned with marketing. 


e Another development to be 
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can help your business... 


inside and out! 


Zippo works with many firms, large and small. 
Here are some of the ways we can help you: 


ADVERTISING! Your trademark, or message, on a Zippo gets 
frequency of impact for years! Costs less than 1¢ per week! The aver- 
age user will light his Zippo—and see your name— 73,000 times! 


GIFTS! Quality Zippos in many gracious models for the full range 


of your gift giving! 


INCENTIVES! Zippos spark interest in incentive and suggestion 
programs ...and lasting stimulation for managers, salesmen, “distrib- 
utors. retailers and others. Any message can be engraved! 

RECOGNITION! Say “Thanks for a job well done” with Service 
Recognition Zippos. Use the wide range of Zippo models to improve 
plant safety, commemorate anniversaries . 


.. banquets ... sports events 
. housewarmings ... 


any outstanding occasion. 


The famous Zippo guarantee, “Always works or we fix it 


free,” assures you of a lasting gift of finest quality! Send 
coupon below for the full story! 
— 


Zippo Manufacturing Company, Bradford, Pa., Dept. AR-453 


Please furnish me information on how Zippos can help me with 


[_] Advertising (_] Gifts _] Incentives ] Recognition 


Name Position 


Firm__ 
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WORLD WIDE 
Ceramic Ash Trays 


Handsome, high-quality, good-will re- 
minder that stays on your customer's desk 
every day in the year. It’s the inexpensive 
way to keep your name or product out in 
front of the rest! 


Highly glazed ceramic ash trays picture 
your firm, product, trademark or service. 
Some firms use these ash trays for unique 
and impressive ‘‘calling cards’’ imprinted 
with names of individual representatives at 
slight extra cost. 


Many organizations, such as City Service, 
DuPont, Gaylord Container Corp., General 
Electric, General American Life and Penn- 
sylvania Railroad, have used ‘‘World Wide’’ 
Ash Trays. These attractive business re- 
minders can do a good job for your firm 
too! For complete information and name 
of your nearest ‘‘World Wide’’ distributor, 
drop us a card today. 


WORLD WIDE Art Studios 


143 Keepsake Lane 


Covington, Tennessee 


Lee Tarai id, 
TO YOUR SALES PROMOTION 


Advertise with 


AaveT IES 


Fires-up sales and dealer programs, 
conventions! for Executives, Sclesmen, 
Dealers .. . Valued as business gifts! 


MILLER BEER 


“Adver TIES’ WILL BE SPECIALLY MADE to faith- 
fully reproduce your Trade Mark, Slogan, or your 
Product . . . Many progressive-minded concerns, 


National and International, are regular users of 
“Adver TIES’’. 


This high-grade neckwear is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
‘dignity’ or with the ‘unusual’ 
touch . . . HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program, convention, new 
product, or any special event... 


Write TODAY for details. Furnish 
ad samples and give estimated 


quantity. 
AMERICAN 


NECKWEAR MFG. CO. 
Dept. AR 

320 S. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 


TRADE MARK 
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watched with care for its impact 
on premium promotions is the rapid 
decline of fair trade. Several major 
manufacturers have abandoned fair 
trade entirely; many others are re- 
ported ready to do so. This increases 
the range of merchandise available 
for premium use, in so far as some 
of this was withheld from the pre- 
mium market for fair trade consid- 
erations. But it also reduces the 
spread between the “nationally ad- 
vertised retail price” and the pre- 
mium price — unless close coopera- 
tion between user and supplier can 
develop a sound premium pricing 
program. 


>» Much of the comment in this arti- 
cle has been directed at the parts 
of the premium field which have 
changed so rapidly during the past 
decade, and at the more spectacular 
kinds of premium promotions which 
arouse the most comment and the 
most controversy. 

Sales incentive programs, conti- 
nuity programs, coupon plans and 
many other areas of premium mer- 
chandising have continued through 
all this period on a steady uphill 
climb with few fluctuations. 

This is worth noting because, 
while it doesn’t make news, under- 
lying all of thése varied forms of 
creating sales is this basic principle: 


© Premium incentives 
cause human _ nature 
strongly and quickly to “ 
thing extra.” 


work be- 
responds 
that some- 


Just as all kinds of advertising, 
merchandising and marketing have 
been used more intensively and 
more creatively to build the highest 
standard of living the world has 
ever known, so, too, the incentive 
technique has played and will con- 
tinue to play an important role. 

So long as business and industry 
want to keep sales going up, the 
trend of premium promotions will 
be up too. 44 


‘Tel-Time’ Phone Dial 
New in Premium Line 


Different in premiums and new in 
watches is a Swiss import time- 
piece introduced by Alexander- 
Benwood & Co., Brooklyn. 

Called “Tel-Time,” the watch 
clamps over the center of a phone 
dial and has a second-sweep hand, 
luminous figures and runs up to 30 
hours without winding. 

Available for premiums or adver- 
tising specialties, the watch faces 
can be made up with any desired 
imprint and in black, ivory, chrome, 
blue, or gold. 


Prices, including imprint, range 


Clock-Watching DeLuxe . . . New pre- 
mium item by Alexander-Benwood & 
Co. features a Swiss import time-piece 
that clamps over the dial of the tele- 
phone. 


from $6.90 (plus tax) for a single 
time-piece to $6 when ordered in 
quantities over 500. 44 


Junior Offered Sports Car 
That Looks Like Dad’s 


Details on a pint-size sports car 
that “looks just like Dad’s” are 
available in a fact sheet from the 
William A. Recker Co., Birming- 
ham, Ala. 

The “Little Car” runs electrically 
at a speed of five to seven miles per 
hour, with the battery, motor and 
wiring stored in the rear compart- 
ment for safety. 

Available in red, yellow, blue, 
green, or black, the car has a 28” 
seat to accommodate two children, 
and comes complete with electric 
horn, windshield, key, all-steel 
bumper, forward and reverse shift, 
etc. 

The six volt battery has a built-in 
recharger, and dimensions of the car 
include, length, 73”, height to top 
of body, 19”, wheel base, 40’’, over- 
all width, 36” and seat width, 28”. 

Designed for sales promotions for 
supermarkets, theaters, major ap- 
pliance stores, etc., the car is re- 
ported to have great value in stimu- 
lating repeat family business. 

The fact sheet lists a retail price 
of the car at $395. 


- for more details circle 724, page 105 


Junior! Put down that toy, eat your 
cereal, and what happened to Daddy? 





pation, depicting a scene at Sun Valley, 
»sy the Union Pacific Railroad. 


HOW white is Hi-White? 

Is it white as the snow at Sun 
Valley ? 

Or a sail in the sun? 

Or Mary’s little lamb? 

Actually, no figure of speech 
can define the whiteness of the 
extraordinary sheet of paper of 
which this is a sample. 


Beckett Hi-White is a super- 


white, super-quality offset paper 


with a roseate undertone that 
produces the remarkable effect 
of WHITENESS WITH 
WARMTH! 

White areas look even whiter 
than white, black type looks 
blacker, colors appear to have 
greater depth, in all printed pro- 
ductions on Beckett Hi-White. 

For further details, please turn 


the page. 








Wemo to Art Directors 


When your illustration for an advertising piece fea- 
tures white areas, be sure it is printed on Beckett 
Hi-White. The whiteness of this super-quality sheet, 
as you see here, is startling. A nearby Beckett dis- 
tributor will be pleased to furnish sample sheets for 
layouts or dummies on your request. 


Facts hor Production Manager 


Beckett Hi-White combines the elegance of the finest 
text and bond papers with the printability of the 
highest quality papers designed primarily for offset 
lithography. It is equally suitable for printing by any 
method — letterpress, offset, gravure. 
Four standard basis weights are available — 70, 
80, 100 and 120 Ibs., in four popular sizes. 60 Ib. 
Ilustration courtesy sacs oi ‘ e's : >a 
caste dilantin is furnished on minimum making orders of 5,000 Ibs. 
In addition to Smooth Vellum, Beckett Hi-White 
is furnished in a variety of fancy finishes. Its com- 
panion cover stock is Hi-White Buckeye Cover. 
Complete sample book on request to your nearby 
Beckett distributor. 


THE BECKETT PAPER COMPANY 


Makers of Good Paper in Hamilton, Ohio, Since 1848 





This is BECKETT HI- WHITE, Smooth Vellum Finish, 80 Ib. 



















By Walter Lippincott & Gordon Margulies 
Lippincott & Margulies 
New York City 


A coordinated design program is 
the face which a company reveals 
to the public. The elements which 
fuse to form this distinct, easy-to- 
identify personality are many — 
and they are used consistently in 
any successful program. According- 
ly, a company’s stationery or a dis- 
play of its products in a busy super- 
market, all with logotype, special 
colors and symbols, are as recog- 
nizable as a bold poster advertise- 
ment, bearing the same elements. 
This over-all visual presentation of 
a company and its products is one 
which we refer to as the “brand- 
mark”; it is mass communication 
through design, and should be 
adaptable to every available medi- 
um for optimum impact. 

The consumer, aware of the “per- 
sonality” flooded market, through 
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In a report written especially for AR, two well- 


known package designers give their guides, 


television, radio, newspapers, maga- 
zines, as well as signs at every turn, 
makes the all-important response to 
communication — or “decision-to- 
buy,” or refrain from buying an in- 
dividual product in a supermarket. 

And what a choice there is! In 
the United States today, there are 
approximately 300,000 registered 
brand names, and some 15,000 new 
ones added each year. This is al- 
ready more words than the aver- 
age consumer possesses in her entire 
vocabulary. In fact, research studies 
have shown that the average buyer 
can retain in his head no more than 
1,180 of these brand names. 

How, then, do we create a “cor- 
porate image” so dynamic that it 
will speak for the quality and 
prestige of the company and prod- 
uct, and at the same time compete 
in this ever-expanding market? We 
feel that the key element is the 
package dominant because it is 
the picture of a company which the 






backed up by examples, to package improvement. 


consumer can see. 


> During the past ten years we have 
revamped or created nearly 1,000 
different packages, most of them for 
large corporations, including Gen- 
eral Mills, Lever Bros., Lily-Tulip, 
Fanny Farmer; many for significant 
regional firms such as Piels Bros. of 
New York, Goetz Brewers in Kan- 
sas City, and American Brewery of 
Baltimore. As a result, we have 
managed to develop a number of 
market-tested principles: 


1. Believability . . . As a visual 
communicator, the package should 
be logical and reasonable. It must 
look like what it is, 
able by the consumer. 

To package a cake mix, for ex- 
ample, the shape of the box, the 
symbol or trademark, pictures or 
visual devices, should all be logical 
representations of the idea of a cake 
mix. 

In our design for Betty Crocker, 


to be accept- 





Packaging & Labeling * 33 


LN SONS SO 


—-MILLION-— 
“ BLANK SHIPPING TAGS_ 


INGLES - GANGS + MANILAS - COLORED & CLOTHS 


ALWAYS IN STOCK nae. 
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| ESTABLISHED 192 
TAG MAKERS & STRINGERS 
65 DUANE ST., NEW YORK 7, N. Y. 


WOrth 2-3296 


iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 
F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, lil. 


AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cov- 
erage, so carefully tailored and so 
precisely directed to buyers of adver- 


tising services, materials, equipment, 
supplies. 


Get in AR! 
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we chose a common kitchen utensil, 
the spoon, as the dominant symbol. 
Our goal was to create a design with 
strong memory and brand identifi- 
cation; and moreover, to reveal in- 
stantly the type of contents in the 
package. So that the consumer 
would quickly recognize the Betty 
Crocker product and the high qual- 
ity it suggests, prominent use was 
made of the company’s new brand- 
mark: the spoon. Appearing in red 
on each package it is a reminder 
of quality, and, further, ties in with 
all visual advertising of the new 
Betty Crocker program. 

The element of believability is 
further evident in the choice of a 
graphic, still-life photo of the fin- 
ished product — the savory pie, 
cake or frosting which appears on 
face panels of the package. 

In this case, the object was to shy 
away from mechanical symbols, 
masculine colors, technical language. 
On the other hand, these might be 
just the right believable design fac- 
tor for a hardware implement or an 
industrial tool. 


2. Dominance . . . Designers have 
always been aware of the impor- 
tance of making a package stand out 
in a crowd; the project has become 
more complex than the simple use 


of the strongest colors, the biggest, 
blackest type. Many elements make 
up shelf-dominance. First, competi- 
tion. A package needs to be studied 
in its actual sales environment, side 
by side with its competition. 

In discussing the redesign of the 
Good Luck Margarine package for 
the Canadian market with Lever 
Bros. officials, we discovered that 
this premium product was faced 
with growing competition from low- 
price competitors and the new pack- 
age would need a luxury look to 
maintain the product’s status as a 
top quality premium brand. 

The solution was to design a 
package that presents the first foil 
over-wrap margarine to Canadian 
markets. A quick-reading farm- 
green logotype is set against a white 
panel design, separated into slim- 
lined blocks that suggest margarine 
pats. The effect is an instant ex- 
pression of product quality, purity 
and freshness. 

Moreover, beyond the quality im- 
pression of a single package-in- 
hand, an important design goal was 
to achieve maximum flexibility and 
effectiveness in mass display. To 
achieve this, the white grid panel 
was set to the left of the package 
face, leaving an inch-wide column 
of flowered gold foil at the right. In 
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1. Family Set-Up . . . The swirl image 
and distinctive logotype is recognizable, 
regardless of size of package. 


2. Coordinated Design The dis- 
tinctive ‘’S’’ pattern is attractive enough 
to fit into home decorations, indicates 
product color, and upgraded entire line. 


3. Package Personality .. . The cream, 
gold and blue design helps to get across 
the “‘cool, wet, thirst-quenching, quality 
and prestige’ factors. 


4. Meets Display Requirements . . . No 
matter how this package may be stacked 
it will carry through brand _ identity. 


mass display, the result is a varied 
pattern and an eye-arresting “front” 
that focuses maximum attention on 
the brand name, and suggests a lux- 
ury character which will stand out 
both as an individual product as 
well as among competition. 


3. Simplicity and flexibility .. . im- 
portant features to consider in 
creating a successful package de- 
sign. Obviously, the quick buy-de- 
cisions require a simple layout; a 
shopper cannot stop to decipher 
complicated messages — either vis- 
ual or textual — no matter how ap- 
pealing they may be. 

Flexibility means taking into ac- 
count the shelf and stacking prob- 
lems of the dealer. Will the pack- 
age display just as well stacked on 
its side; laid flat? The Good Luck 
package, for example, meets the re- 
quirements of simplicity and flexi- 
bility, showing a minimum of copy 
and repeating the powerful logo- 
type-and-grid design on all panels 
— to carry through strong brand 
identity, no matter how the pack- 
ages are stacked. 


4. Vivid Imagery . . . If the pack- 
age is to transmit its signal positive- 
ly to the consumer in the split-sec- 
ond that her eye hits it, it must 
have memory value. The image on 
the package — whether a picture, a 
trademark, or another visual device 
— is usually seen in advertisements, 
poster or display materials before 
it is seen in the store. The device 
must be so designed that the cus- 
tomer recalls it instantaneously, and 
immediately associates it with a 
particular brand. 

The new label recently designed 
for American Beer was specifically 
designed as such a high-impact sales 
tool with strong memory value to 
compete in a market dominated by 
large regional brewers. Hence, the 
successful design — a red diamond 
on gold foil. The name, “American,” 
white lettered in a clean modern 
book-style, and a gold eagle crest 
are prominently featured inside the 

—tliamond. The diamond is repeated 
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Avery pressure-sensitive Labeling 
offers you a new approach... an 
easier and better solution... wher- 
ever you need to code, identify, in- 
struct, warn, route or inspect. It’s the 
modern low-cost method of labeling 
to do the job quickly and efficiently. 
Avery Labels can be designed and 
produced in the exact size, shape and 
color you need... individually die- 
cut on sheets or rolls for manual or 
automatic labeling! 


1. NO MOISTENING—EASY TO APPLY 


One simple motion—a fingertip pressure 
—and Avery Labels are on in an instant— 
without moistening! No waste motions in 
handling or sorting loose labels—no messy 
gluing or wetting. 


2. STICKS TO ANY CLEAN, 
SMOOTH SURFACE 


Metal, plastic, glass, cellophane, metallic 
paper, pliofilm, polyethylene, ceramics, 
wood ... and many other surfaces... are 
being easily and quickly labeled every day 
with Avery pressure-sensitive Labels. 


3. NEAT, SMART APPEARANCE 


Will not pop, peel or curl even under 
extremes of temperature and humidity— 
even stay neat and attractive with rough 
handling. 


4. SPEEDS PRODUCTION 


In all industries . . . in hundreds of ways 
. . . Avery Labels are saving time, labor 
and money every day. Avery Labeling is 
geared to your own type of operation 
either fast, production line speed or inter- 
mittent labeling. 


5. THEY'RE PRICED RIGHT 


In terms of economy and improvement, 
actual case histories prove that Avery 
Labeling is the most economical method 
you can use in your production operations. 


AVERY ADHESIVE LABEL CORP., Div. 113 

117 Liberty St., New York 6 @ 608 S. Dearborn 
., Chicago 5 @ 1616 S. California Ave., Monrovia 

. @ In Canada, 48 Haas Road, Toronto 15, 

Ontario @ Offices in Other Principal Cities 
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(] Please send samples and information 

(_) Have the Avery man call 
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Address 


Write for FREE sample labels, 
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in varying sizes and patterns on the 
neck of the bottle, the textured foil 
and the bottle cap. The diamond 
shape, combined with sparkling col- 
ors gives the label strong memory 
value. 

Carry-packs, cans and cartons re- 
peat and extend the diamond de- 
vice; and it is also used in a variety 
of advertising end promotion media, 
carrying out an effective design pro- 
gram. 


>» Many of these ideas seem detailed 
and complex for such a small item 
as a package, but when consider- 
ing the total impact of the package, 


Frigidaire’s Showroom Displays . 


it is obvious that no design pro- 
gram should be embarked upon 
without giving this element inten- 
sive consideration. That is why 
packaging has developed into a $12 
billion operation; and the design 
and production of a single package, 
including tooling up, has_ been 
known to cost as much as %4 million 
dollars. 

It follows, therefore, that future 
activities in the packaging field will 
become increasingly dramatic 
through the use of interesting new 
materials, and highly advanced 
marketing and manufacturing tech- 
niques. q¢ 


. . Designed for the 1957 ‘Sheer Look’”’ appliances, 


new demonstration center displays can be used as “family group’’ above, or in sepa- 


rate units. 


Versatile Displays... 


Exhibit Backgrounds 
Match New Design Trend 


To help promote sales of the 1957 
Sheer Look appliances, the Frigid- 
aire Division of General Motors 
Corp., Dayton, has developed self- 
contained, showroom demonstration 
centers available at low cost to the 
dealers. 

Representing an approach in 
showroom technique that has not 
been seen previously in the major 
appliance industry, the displays can 
be used as “family groups” that 
combine laundry, cooking and re- 
frigeration units, or as three sepa- 
rate sections. 

Since the demonstration centers 
occupy minimum floor space for 
dealer convenience, they also have 
the additional advantage of suggest- 
ing to prospective purchasers at- 
tractive but compact kitchen ar- 
rangements. 

Each section is completely self- 
contained, a feature that enables the 
dealer to use them interchangeably 
as window, floor, traffic builder 
displays, or for fair or show exhibit- 
ing. 

They can be arranged in a variety 
of combinations including the 
straight wall display, in an “L” 
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shape, or back-to-back with range 
and laundry units forming an island. 

Additional versatility is possible 
because of double-faced companion 
extender units in matching sizes for 
the appliances. These are available 
with changeable, illustrated sales 
messages. 

When an “open look” is desired 
in a showroom, the back panels 
can be easily removed to permit 
customers to see through from one 
section to another. 

Additional features in Frigidaire’s 
demonstration “package” include: 


® full-color interchangeable trans- 
parencies contained in light boxes 
on each unit of the display. 


® easels that unfold from the cabi- 
net tops to become demonstration 
cards with large illustrations. 


® a built-in desk for demonstration 
and “closing” convenience. 


@ built-in lighting for each section. 


The displays come in a variety of 
wall coverings, decorations and 
colors to blend-in with today’s 
“color kitchens” trend, and the 
easy-to-assemble feature enables 
moving of the unit, in part or com- 
plete, from one display location to 
another. a4 


DESIGN CREDITS 


James Fogelman & Harry 
Zelenko 


Raymond Loewy Associates 
Gerald Stahl Associates 


Morton Goldsholl & John 
Weber 


Raymond Loewy Associates 


Lester Beall & James Hight 
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DESIGN AWARD 


a 


Seven of the 20 winners in this year’s PDC Competition. 
Entries were judged on design, construction, merchandis- 
ing, effectiveness and consumer appeal, plus visual ap- 
peal, sales potential and product appropriateness. The 
obvious trend is toward coordinated design, reaching 


even beyond the package into all other media. 


March 
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Dr. Pepper Display: 
Designed from an 
ektachrome. Printed 
in 4 color process. 
Size: 18” x 26” 


BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 


Its value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel . . . so new . . . so valuable looking it receives 


instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses ... For stores, on windows, doors and inside walls . . . as a mobile or a shelf-talker . . . on merchandise, 


attached to appliances to sell at P.O.P.. .... for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix . .. Other types of plastic signs are unsightly because they wrinkle. This 


clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shipping cartons, 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 


Write for information: 


ULLMAN GRAVURE, INC. lrans|D " 
319 McKIBBIN ST., BROOKLYN 6, N. Y. - HY 7-3700 | r ans lastix 
A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 


— 
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What's New in 


<{uorescent Color 


Since AR’s round-up on fluores- 
cent colors just three years ago, 
(see AR March 1954) there have 
been a lot of changes in this picture, 
most of them making these mate- 
rials of greater interest to the ad- 
man. 

Here are some of the things that 
have happened in the past three 
years! 


@ Costs have gone down, both be- 
cause absolute prices per gallon are 
somewhat lower, but also coverage 
is better. 


@ New colors have been introduced, 
although fluorescent colors are still 
restricted to the spectrum range be- 
tween a yellow-green and a red. 


® Probably more important than 
any other development, the resist- 
ance of the materials to fading has 


AR reports on the newest developments in daylight 
fluorescent colors and how they are being used. 


been increased until this is no long- 
er a fundamental objection to their 
use. 


e The introduction of the materials 
in new forms, particularly in inks 
suitable for letterpress or 
printing. 


offset 


© Some improvement in their abil- 
ity to resist chemical reaction with 
butting or overlapping standard 
inks, and with poster paste, which 
resulted in the destruction of the 
fluorescent colors, and which made 
its use impractical for point-of-pur- 
chase materials. 


Along with these improvements 
in basic quality, there has been an 
increasing appreciation of the value 
of the extra impact of these brilliant 
pigments. Here are some of the 
ways in which they are being used: 


© Outdoor posters ... The earliest 
and perhaps the biggest user. 


e Car cards 
@ Magazine inserts 
Packaging 
Brochures and circulars 
Bumper strips 
Shelf talkers 
Point-of-purchase signs 
Banners 
@ Clothing 
> The manufacturing situation in 
this field is still fluid. There have 
been a number of shifts in alliances, 
with licensing arrangements and 


patent litigation, and the picture is 
still not completely clear. There is 
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BIG...and friendly ! 


NATIONAL Crry 
BANK 


ieee lm Jimi 
biggest following! 


Functional Fluorescence . . . These three 
posters use color with meaning. The top 
two glow red on the stove and the stop 
light; the bottom one uses three colors 


for jam and lips. All use Day-Glo. 


no point, in this article, in going 
into detail, for it is very involved 
and highly technical. At the present 
moment, however, competition, on 
both a price basis and on technical 
improvements, is keen, and this is 
leading to advantages for the adman 
user. 

Each of the manufacturers of the 
basic chemicals has its own trade- 
mark, and as in so many fields, some 
of these trademarks are dangerously 
close to entering the public domain. 
The correct generic term, it is pretty 
well agreed, is “daylight fluorescent 
color.” 

The manufacturers differ, not only 
in their trademarks, but in the 
forms in which they sell their prod- 
uct, the areas in which they are 
particularly strong, and their meth- 
ods of distribution. 

Alphabetically, here are the three 
major manufacturers of basic mate- 
rials, along with their trademarks: 


@ Lawter Chemicals Inc., Chicago 
... Bold 


® Radiant Color Co., Oakland, Cal. 
... Velva-Glo 
® Switzer Bros. Inc., 


.. . Day-Glo 


Cleveland 


Other companies also handle var- 
ious products which use the fluo- 
rescent materials. For example, 
American Crayon Co., Sandusky, 
O., produces a line of fluorescent 
chalks, Crocker Burbank Papers 
Inc., Fitchburg, Mass., coats paper 
with the ylowing pigments, and 
Kleen-Stik, Chicago, has it availa- 
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ble on _ pressure-sensitive stock. 
Craftint Mfg. Co., Cleveland, has a 
line of fluorescent water colors, 
which are being sold in sets of eight 
colors, as well as individually. The 
Inco Co., Cleveland, which has been 
producing iluorescent printing inks 
since 1951, has products suitable 
for both letterpress and offset. 


> One of the early difficulties of the 
fluorescent colors, and one which 
the manufacturers are still trying 
to live down, is the lack of staying 
power of the pigments. All colors 
have a tendency to fade in sunlight, 
and the fluorescents are no excep- 
tion. The difference was that the 
fluorescents faded faster, and the 
first effect of fading was to lose the 
glowing effect, the main reason for 
which they were used in the first 
place. 

The early inks were very transi- 
tory, and faded so fast that an out- 
door poster might have to be 
changed as often as once a week, 
if the original brilliance was to be 
maintained. Through improved 
manufacturing methods and better 
control of the chemicals, the active 
life has been extended. One manu- 
facturer reports that when applied 
through a +8 silk screen, his colors 


Hot Check Printed on Velva-Glo 
orange red paper, these brilliant checks 
make it difficult to forget who sent you 
the money. Used by Holmes-Whitney, 
Chicago ad agency, printed by Deluxe 
Check Printers, Chicago 


will stay bright for outdoor expo- 
sure up to four months, and up to 
six months for painted signs and 
bulletins. Other manufacturers 
make similar claims. 

This is roughly equivalent to the 
life of most standard silk screen 
colors, and covers the average life 
of the poster itself. Thus the fading 
characteristics of the fluorescent 
materials has become a minor factor 
in the outdoor poster field, where 
it originally was a serious matter. 


> This longer life has been due to 
improvement in the chemicals 
themselves, and can also be ob- 
tained by applying a coating over 
the colors. Switzer Bros. reports 
that the past year has seen a steady 
increase in the use of its Filteray, 
a patented clear coating which fil- 
ters out the ultra-violet rays of the 


sun, but permit the fluorescent glow 
to pass through. 

There has been a more immediate 
benefit from this improvement in 
fading characteristics. One way to 
fight fading has been to apply a 
thicker coating of the pigment. The 
deeper layers received some pro- 
tection from the harmful rays of 
daylight, and therefore lasted long- 
er. With more stable materials, 
thinner layers are adequate, and the 
colors go further. Where silk-screen 
processors used to get only 300 
square feet of coverage per gallon 
of pigment, they now get from 1,100 
to 1,300. This has reduced the cost 
estimates from 5c per square foot to 
less than 2c. 


> Unfortunately, this reduction has 
not always been reflected in bids on 
jobs. An estimating formula may 
persist long after the facts have 
made it obsolete, and this seems to 
be true with some silk screen 
houses. As a specific example, one 
company obtained bids on adding 
fluorescent colors to a mailing piece. 
On the same job, bids varied from 
over $1,000 to under $175! While 
some of this variation is due to dif- 
ferences in quality in the shops, all 
of the bidders were reputable and 
trustworthy. Some just hadn't 
sharpened their estimating pencils 
recently enough! 

Actually, the cost of fluorescent 
colors today is very little different 
from that of the standard silk- 
screen pigments. Price should no 
longer be a factor in considering 
whether or not its use is justified in 
a particular job. 


> While silk-screening remains the 
major way of using fluorescent 
colors, others are now available. 
Most important is the availability of 
fluorescent letterpress inks. The 
biggest problem here is getting 
enough pigment onto the paper. In- 
herently, neither letterpress nor off- 
set processes can make as thick a 
deposit as does silk screening, and 


new 
Frail-Freezv 


On Pressure-Sensitive Stock . . . Ex- 
amples of the increasing use of fluores- 


cents at the point-of-purchase. Both on 
Kleen-Stik. 
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From one of America’s most respected names in the graphic 
arts field comes this truly outstanding new product... BOLD® 
Daylight Fluorescent Screen Process Colors! Thoroughly job 
tested and available from leading silk screen printers every- 
where, BOLD colors set new standards of lightfastness and 
economical application. 

Special Feature! BOLD minimizes paste action in 24-sheet 
showings. Colors stay brighter, longer. 

Special Feature! BOLD gives counter cards and window 
banners more punch with precise detail. Colors don’t crack 
when overprinted. 





BOLD daylight fluorescent screen process colors 






FREE COLOR CARD—Write for this 
handy BOLD color card to use in 
preparing and ordering daylight 
ele i4 tial ao) tea ola co) 
silk screened BOLD color swatches 
perforated for easy tearoff plus 
helpful hints on using daylight 
fluorescent colors 


ORCL LMM REALM Lee FM CONTE TTL AOL TEES TALK A OL 


LAWTER CHEMICALS, INC. - 3550 W. Touhy Ave., Chicago 45, Ill 


Newark, New Jersey + San Leandro, California 
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| one of the hottest of all rods inspired this 
tie-in by Henry Bach Associates for men’s 
— by client Goodstein Bros. Actual coat 


lining fabric was used for the cover. In our 


| linge, as unique as that of the auto-phile, this 
| | duced for Gallo wines by Gallagher Co., 


is a horizontal double wing multo easel binder. 
| Whatever your vocabulary of requirements, we 
| can translate needs into effective sales ons 
entations and catalogs. For translation call or 
write Dept. AR-3. 


} 
'SLOVES' 


MECHANICAL BINDING CO. INC. 
| 601 W. 26th ST., NEW YORK 1, AL 5:2552 l 
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AIM FOR THE MOON 


PERFECT ENGRAVINGS ARE 
YOUR BEST AMMUNITION 
WHEN SHOOTING 

FOR THE MOON. 

| USE DOT ENGRAVERS 

FOR THE VERY BEST. 
BLACK AND WHITE, 

AND COLOR. 


Dib € ngravers, Ine. 


600 W. VAN BUREN ST. 
CHICAGO 7, STATE 2-5367 
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Multiple Impact . . . Four of these post- 
ers made up the in-store display, pro- 


San Francisco. A strip of Velva-Glo’s 
new pink backed up the copy. Others 
featured other features, like the nose 


| and the mouth. 


thus it will probably never be pos- 
sible to match the latter with either 
of the two more rapid methods, 
even when double or triple impres- 
sions must be resorted to. 

One of the outstanding examples 
of the recent use of letterpress fluo- 
rescent inks was the Chesterfield 
carton (see AR, January) used in 
its Christmas promotion. While the 
cost, was somewhat higher than 
their regular carton, the additional 
impact was worth it. 


|» Another growing use of the fluo- 


rescent colors is on coated papers. 
The main sources of these are Ra- 
diant and Crocker, the former under 
their trademark of Velva-Glo and 
the latter a Day-Glo licensee. While 
the colors fall in the red-orange- 
yellow-green part of the spectrum, 
the specific choices vary. These pa- 
pers can be printed by letterpress, 
offset, gravure and screen process, 
and are white on the reverse side, 
suitable for printing regular copy. 
It is becoming increasingly common 
for paper merchants to stock a line 
of fluorescent coated papers. 


> The pressure-sensitive fluorescent 
stock still finds its greatest use as 
bumper strips, although it is moving 
into the point-of-purchase, and 
even the labeling, fields. Shelf talk- 
ers, for example, can utilize the eye 
catching qualities of these colors. 


> Daylight fluorescent colors can 
even be used on decals, although 
this has not been very common. In 
most cases, a decal is considered 


permanent, or at least for a life 
measured in years rather than 
months, and far longer than the best 
expectancy of the fluorescent colors. 
Here the main value is for the ini- 
tial impact, which may win more 
attention both from salesmen and 
from retailers. This will give it a 
better chance of gaining acceptance. 

This, of course, does not complete 
the list of ways in which these 
colors may be used. They can be 
applied to fabrics, both for clothing 
and for banners. They can be 
sprayed on plastics, both sheet and 
foam, to add punch to point-of-pur- 
chase displays. They can be used 
today almost anyplace where color 
must be supplied. 


> Daylight fluorescent colors have 
reached a new level of achievement. 
Designers have got over their first 
flush of enthusiasm, and have 
learned that the brilliance of these 
materials is most effective when 
used in a restrained manner. And 
admen have found that they can do 
a good job when a special touch is 
needed. And manufacturers have 
found the answers to many of the 


How They Work 


Fluorescent colors are a mystery 
to many a_non-scientific-minded 
adman. While it isn’t necessary to 
know the details to use the mate- 
rials effectively, it is nice to be able 
to drop a scientific fact or two into 
a conversation. So here goes! 

The color of light is a function 
of its wavelength or energy. Most 
standard pigments absorb light of 
some energies and reflect others. 
This selective reflection gives the 
material its color. In total bril- 
liance, it must always be less than 
the original light that fell upon it. 

Fluorescent colors are quite dif- 
ferent. Instead of a simple absorp- 
tion or reflection, these pigments 
absorb some of the light at one 
energy level and send it out at a 
new energy level, one which is pe- 
culiar to the specific chemicals 
used. Thus a fluorescent pigment 
glows with its own color, in addi- 
tion to the color borrowed from 
the impinging light. 

Ordinary color is something like 
bouncing a ball against a_ brick 
wall. Here the ball leaves the wall 
with the same energy with which it 
hit it. But a fluorescent color is 
more like playing catch with your 
young son. You throw the ball at 
him and it comes back to you at a 
lower energy level. 

Simple, isn’t it? 
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BRILLIANT 
Daylight Fluorescent Inks 


for letterpress & Offset 
Original 


NWI 


ANS 


Creating New Sales 


Here at last is a new sales tool 
for printers. You can create sales 
that formerly would have been 
lost to other processes. Sell the 
brilliance of this new ink as an 
attention-getting idea—on maga- 
zine inserts, direct mail pieces. 
window and bumper streamers, 
posters, cards, labels, blotters, 
etc. 


INCOLITE is different, — has no rival. 
Prints in ONE IMPRESSION like conven- 
tional inks. No special equipment needed. 


FREE COLOR PROOFS. Write us today for 
complete set of free color proofs and price 


list. 

TRIAL KIT Order trial kit of , Ib of each 
of five different colors for only $5.00 
(color proofs and price list included). 


The INCO CO. 


Creators and Manufacturers of 


INC-O-LITE Fluorescent Inks 


2372 W. 7th St. Cleveland 13, Ohio 
Main 1-1834 


IDEAS by the 
boxful / 


“I keep in my desk a boxful of clip- 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription 52 idea-packed issues — 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee, 


* ADVERTISING AGE 200 Hinois St 
: Enter my l-year (52 is 
: only $3. I must be 
: NAME_ TITLE 


: 
' 
Chicago § 
. 

ues) trial order for 


atisfied or my money back 
s COMPANY 
: 

STREET 


TATE 
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Window Poster 
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. . « With fluorescent inks used for the last two words in the headline 


and the trademark, this was produced by Kubin-Nicholson Corp., Milwaukee, for 
Carrier with Bold lemon yellow on a deep blue background. 


problems that held up wider use in 
the early days of the development 
of these colors with a life of their 

44 


Packages by Letterpress . . . These bra 
packages for Warner Bros. use Day-Glo 
both to attract the eye and to identify 
the type inside. Three shades are used. 


Magazine Insert Tells 
Story of Coffee 


A four-color, 16-page insert de- 
scribing the “romance of coffee” 
enlivened the Oct. 25 issue of 
Scholastic Magazines for youthful 
readers. The booklet, “The Magic 
Bean,” was planned by the National 
Coffee Assn., New York, and used 
a colorful cartoon treatment to get 
across a variety of facts about the 
history, development and present- 
day use of coffee. It measured 54x 
83¢’", was saddle stitched and illus- 
trated in yellow, blue, red, green 
and brown. Tadlock Publishing Co., 
Minneapolis, produced the insert. 

Distribution of the booklet via the 
Scholastic publicatiots brought the 
story of coffee to-a total reading 
audience of some. three million 
senior high school ¥students, their 
teachers and parents, according to 
Joseph F. Drury, public relations 
director of the association. It was 
also distributed separately through 
member companies. The back cover 
was left open for individual brand 
imprints.of member firms. 44 


Film Catches Details 
Of Color Lithography 


A 16mm film “Color Lithogra- 
phy,” showing the original creation 
and production of a lithograph from 
stone, has been made by the Dept. 
of Television, Film and Radio of the 
University of Mississippi. Reginald 
Neal, chairman of the department, 
demonstrates the making of a two- 
color lithograph and describes the 
process clearly and simply. In his 
opinion lithography is “the most 
autographic of all printing proc- 
esses.” 

The artist experiments with many 
color combinations until he arrives 
at the desired effect. The camera 
catches each step in detail and 
shows what fine craftsmanship can 
produce. Two awards have gone to 
the film — in the Fourth Annual 
Film Festival of the Film Council of 
Greater Columbus, and in _ the 
American Film Assembly of the 
Film Council of America. 

“Color Lithography” is a 30-min- 
ute film. It may be rented for a 
three-day period for $22.50, or pur- 
chased for $225. 44 


Tiny Ream Wrap 
Makes Memo Pad 


A box of memo sheets in Atlantic 
Bond has been prepared for dis- 
tribution through Eastern Corp.’s 
franchised merchants. Intended for 
desk use, the memo box is a stylized 
miniature reproduction of the line’s 
ream-wrap. It measures approxi- 
mately 414x6” and provides a con- 
venient and accessible supply of 
memo sheets for production men, 
printers and artists. 

This is a reissue of memo boxes 
made available early in 1956. Paper 
merchants in all principal cities 
who handle Atlantic and Manifest 
grades of paper now have additional 
quantities for distribution. 44 





GIVE YOUR NEWSPAPER ADS A COMMANDING ADVANTAGE... 


SS 


VISIBILITY 


It’s not just a coincidence that this advertisement is 
being read . . . it was imevitable! When you come up 
with a ‘‘stopper’’ illustration, a good 
headline and solid copy . . . and then 


from Reilly PLASTICTY PES. 
reproduce the ad from top-quality en- REILLY 


We dare to make this statement be- 
gravings and Reilly PLASTICTY PES® IS THE ONLY ELECTROTYPER cause we guarantee that every Reilly 
... you've got a winner! TO EMPLOY A COMPLETE PLASTICTY PE is made from a perfect 

And when we emphasize that you pattern routed to a minimum depth of 


must use the best plastic plates available, ENGRAVING FINISHERS .055" in all open areas . . . and checked 


it’s not just because we happen to make DEPARTMENT for precision by qualified engravers. 
them. It’s simply a fact that if your Let us show you a set of tear-sheets 
FOR RIGID, EXACTING 


advertisement doesn't reproduce well, from a recent national campaign and 
it can not be as effective. QUALITY CONTROL OF prove that Reilly PLASTICTY PES 

When you specify Reilly me me ICTYPES give the finest performance of any 
PLASTICTYPES for your newspaper ia ST . 


newspaper plate. 


campaigns, you are virtually assured of dominating the 
page because of the uniformity, legibility and halftone 


brilliance of advertisements reproduced 


REILLY ELECTROTYPE DIVISION ¢ 305 E. 45TH STREET, NEW YORK 17, N.Y. 
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What 


you can learn about cars 


from firemen! 


Enlarging R.0.P. Color Plates 


The Philadelphia Daily News, a pioneer in r.o.p. color among tabloid newspapers, 
had to pioneer in platemaking, too, if they were to use their new presses. 
Here’s how they licked their problem of conversion. 


By Allen Sommers 
AR Philadelphia Correspondent 


The big problem encountered by 
the Philadelphia Daily News, which 
became the first daily tabloid news- 
paper in the country to run r.o.p. 
color, was to find an advertiser who 
had made up color plates which 
would fit 1,000-line tabloid pages. 

The ad department of the News 
was unable to find 1,000-line color 
plates simply because no tabloid 
had yet run r.o.p. color, and thus no 
agency had ever designed ads for 
that size space. 

Consequently, David M. Podvey, 
general manager of the News, de- 
cided to experiment. He clipped 
hundreds of four-color ads from 
magazines of all sizes, called his 
mechanical engineers into confer- 
ence. He then asked Peerless En- 
graving Co., also of Philadelphia, 
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which does the bulk of the News’ 
engraving work, to sit in on the 
conferences. 

This was late last spring. 

They finally found that the digest 
size magazine ads — about 4% 
inches wide and about 95 lines deep 
— could be enlarged proportionally 
to fit into a 1,000-line tabloid page. 


>» That was considered the first step 
in meeting the problem, since it di- 
rectly gave the News a source for 
advertising if the mechanical prob- 
lems could be solved. 

Everything from the original ads 
to black and white proofs to blown- 
up photo copies to progressive color 
proofs were put on the engraver’s 
camera. In all cases, since the 133- 
screen color reproductions were be- 
ing shot at 63-screen, results were 
fuzzy or flat when made into r.o.p. 
color plates. 


Almost at a dead end, Mr. Podvey 
sent to Campbell-Ewald Inc., De- 
troit agency for Chevrolet, and 
asked if they could borrow the orig- 
inal engravings of a four-color 
Chevrolet ad which ran in the May 
issue of Reader’s Digest. 


>’ When the engravings came, con- 
ferences again ensued. After nu- 
merous experiments, the following 
suggestion was made: why not 
shoot a full 1,000-line size negative 
directly from the engravings? 

The Peerless engravers and the 
Daily News engineers then experi- 
mented with methods to bring out 
the dots in the 133-screen cuts. 
They found that if they could cover 
with white chalk all the space be- 
tween the dots on the engravings, 
they could then easily ink up the 
surface of the dots. 

The contrast then permitted the 
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Atlantic Papers 


Printed Gummed Paper 


Ssectaltios | 


Fifty years of experience gives 
Eureka the vital know-how to 
produce the best in trading 
stamps, poster stamps, Coupons, 
shipping labels, outserts, folders, 
and catalogs—from art work to 
finished product. Your needs de- 
sérve special treatment—the kind 
that Eureka will give you. 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 





than any other publication. | 
If you sell advertising | 
REACHES services, materials and 
MORE equipment to or through 
ADVERTISING agencies, your ad in AR 
AGENCIES will reach the top in 
response. 


ADVERTISING REQUIREMENTS | 
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camera to shoot clear negatives di- 
rectly from the engravings. 


» After running plates off several 
times, they found this was the an- 
swer. Then, on Friday, Oct. 26, 
after a regular edition was com- 
pleted, they inserted the r.o.p. four- 
color plates on the new rotary 
presses and ran off 10,000 copies. 
The results were sharp and clear, 
and comparable in quality to r.o.p. 
color produced through standard 
methods. The News is convinced 
that there is always an answer to a 
production problem — provided you 
get the combined knowledge of 
everybody working together. 44 


on 


Feely, you have a nasty little habit 
I'd like to talk to you about. 


Planograph Folder Has 
Handy Price List 


A schedule of planograph print- 
ing costs has been prepared by 
Gregg-Moore Lithographing Co., 
Chicago. Convenient tables list 
prices for quantities from 100 to 
10,000, lithographed on one or two 
sides. Readers are able to compare 
costs on jobs using 16 lb. bond and 
60 lb. white offset, in sizes from 
84x11” to 22x34”. 

A “Handful of Helpful Hints” of- 
fers suggestions for preparing copy 
for planograph reproduction. 
Among the points stressed in this 
brief primer are: 


® For best reproduction use black 
or india ink on fine grain cardboard 
or heavy white paper stock. 


® Have your illustrations statted to 
the size you want for increased 
savings. 


® Design your printed piece for 
self-mailing for maximum savings. 


Prices on planograph booklets— 
from 8 to 64 pages—are also listed. 
The folder outlines additional serv- 
ices provided by the printer, such 





as stripping in negatives, making 
reverses, supplying tints and han- 
dling out-size copy. 

+ + + for more details circle 718, page 105 


New Repair Methods 
Save Damaged Plates 


Plagued by last-minute plate 
changes? New techniques in letter- 
press plate repair now permit adap- 
tations and corrections to existing 
plates that were previously consid- 
ered impossible or extremely diffi- 
cult. An announcement from Reilly 
Electrotype Division, New York, 
lists these alterations which can be 
made without revising artwork, 
shooting new photos or making new 
original engravings: 


® Removing line copy from screen 
backgrounds, restoring the screen 
and inserting new line copy. 


e Changing, removing or restoring 
color, text or art on four-color 
process plates. 


® Removal of text or lettering in 
perspective and engraving new text 
or lettering in its place. 


According to Reilly, this improved 
service makes it possible to salvage 
damaged plates and adapt used 
plates for new purposes — with 
substantial savings in time and 
money. The company recommends 
that production men check with 
them before discarding any letter- 
press plates because of injuries or 
changes in text, art or color. 

Further information on this alter- 
ation and repair service is offered. 

- +» for more details circle 719, page 105 


was a colossal, good-natured 
giant who poured steel with his hands and squeezed eight 
rails at a time through his fingers. When his production 
deprived other men of work, the furnaces were banked 
for a week so mill salesmen could sell Joe's rails. His end 


came when he jumped into a ladle of molten metal to 
be sure that it would be the finest steel ever rolled 
‘i ‘ st s : 
Versatile Vellum 
. e i i i ’ j i | ik e 
Takes Print Easily We have clients in America’s foremost industries and would like mor 


A reference folder with specimens 
of Tru-Colour Vellum, a printing Prilerd with Imagination 
paper produced in seven colors, has 
been prepared by Tileston and Hol- 
lingsworth, Boston. The paper folds |  F KELLER COMPANY >: ccocaco pe ino 
easily and embosses well, the man- 
ufacturer points out. It can be 
printed by any process and is re- 
ceptive to a wide variety of inks. 


Tru-Color Vellum comes in SAVE ON UA a a7 j 7— sf 
Naples yellow, Plymouth gray, At- ‘ 0) 
lantic green, Gulf tan, Pacific blue, ; ART COST! 
Arctic pink and Cloud white. It is a e i oo OTO Me 
available in basis 60 and 70 weights. All types of advertising | 


Envelopes with square or pointed art by mail . . . at low cost. 


° . ’ ow 
flaps are produced in matching EE enter oo tarseck eainae 8 x 10's as low as 7 cents. 


colors. Products, buildings, letter- | Postcards as low as 2c. 
; — , heads, catalog covers. Write for samples and 
The paper’s built-in moisture ¢ 


REDI-ART Prepared art proofs, ready-to- complete price list on all 
content minimizes any tendency to shoot. Booklets on many subjects, illustra- 


“ tions with copy headlines, two color mailers, 
curl, according to the manufacturer. stock photos. 


A special section of the booklet Send for complete details today. 
demonstrates color effects obtain- STERLING STUDIOS 
able with letterpress, offset and P. O. Box 6673-A Dallas, Texas 
screen process inks. 

. «+ for more details circle 720, page 105 


sizes and quantities. 


KIER PHOTO SERVICE 


Dept. AR, 1220 W. 6 St, Cleveland 13, Ohio 
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Ties 
our specialty 
e MAGAZINES 
e CATALOGS 
e BOOKLETS 
e FOLDERS 


&® Mail sample for Quotation or 
Phone us to Call 


Ph. CHesapeake 


Sersen’s 3-2050 


Imprinting, Inc. 


120 South Sangamon St. 
Chicago 7 





Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your periodi- 
cal publication, either sheet-fed 
multi-color letterpress, offset or 
web-fed offset. Ample paper sup- 
plies available. 


For detailed information, write 


M.F.A. Publishing Department 
201 South 7th, Columbia, Missouri 


KNOW THIS SOURCE! 


inted REPLY CARDS 
nd SEL “MAILERS: with de 


tachable Pe 7 


' AMAZ. 
INGLY ‘Low ‘BRicESt N 


No extra 
ed 


irge Als 
TWO - COLOR LETTERHEADS 
ind SALES LETTERS at ONE- 
— PRICES! Get free 


rite or phone sion 


B. HASKELL PIG. co. 


10 Hanover St., NY 5, WH3-9350 


NEWoecais 


Permanent t ype. tough ‘‘Vinyl’’ applied in 
—- with out a, Saves labor; no 
in storage. MADE TO YOUR 
SPEC FICATIO . lettering, num- 
bers, your trademark. Send now for FREE 
SAMPLES an estimate. 
SCREEN PROCESS PRINTING CO. 
P. O. BOX 948, WICHITA 1, KANSAS 


AR Reaches Out... 


to more advertising agencies than any 
other publication. If you sell advertising 
Services, equipment or supplies to or 
through agencies 


AR is All Right... 


. For You 
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New Horizons... 


Printing, Allied Arts 


Back Experiments 


Frontier-crossing continues to be 
a favorite pursuit of members of the 
graphics industry, who this spring 
can be found experimenting with 
new methods of double-coating 
paper, developing versatile cover 
stocks, and improving office re- 
production systems. Americans and 
Europeans will have a chance to 
take stock of recent printing strides 
at the mammoth world’s fair com- 
ing up this season. 


Printing Trades 
Plan Fair 


An international 
fair of printing and 
allied trades, 
Graphic 57, has been scheduled 
from June 1 through 16 in Laus- 
anne, Switzerland. It will occupy 
one of Europe’s most modern exhi- 
bition centers, the site of the Swiss 
Autumn Fair, a report in American 
Printer & Lithographer states. 

More than a million square feet 
of space is available, overlooking 
Lausanne and Lake Geneva. Lead- 
ing European and overseas manu- 
facturers will exhibit in three main 
groups: 


@ Machines and Implements ; 
Typography, offset, lithography, he- 
liogravure, aniline, silk-screen 
printing, photoengraving, bookbind- 
ing, cardboard and paper manufac- 
ture. 


© Papers and Inks . . . Advances 
in papers, inks and plastics used in 
printing. 


@ Finished Products . . . Outstand- 
ing items of printed matter, adver- 
tising, posters, color calendars, art 
books, etc. 


Special pavilions are reserved for 
subjects such as research, profes- 
sional training and advertising art. 
As a convenience to tourists, the 
fair grounds provide an information 
bureau, a billeting service, a bank 
and a travel agency. 


Mead, Atlanta 
To Combine 


A merger of Mead 
Corp., Dayton, O., 
and Atlanta Paper 
Co., Atlanta, Ga., is projected for 
this spring. The move means that 
Atlanta’s three plants would add 
their output to Mead’s 13, which 
produced more than 3,000 tons of 
paper products daily in 1955. 

Atlanta also has 50% interest in 
two subsidiaries, Palm Container 
Corp. of Miami, and Packagemas- 
ter Ltd., Pickering, Ont. 

Paper and Paper Products, re- 
porting the proposed merger in its 
Dec. 20 issue, also notes that Mead 
has acquired 51.3% of the common 


stock of Jackson Box Co., Cincin- 
nati. The company manufactures 
shipping containers. 


Time Builds 
Book Paper Mill 


New methods of 
double - coating 
printing paper will 
be pioneered at a paper mill to be 
erected jointly by Time Inc. and 
Crown Zellerbach Corp. The two 
companies have formed St. Fran- 
cisville Paper Co. to make machine- 
coated printing paper, half of which 
will be used by Time. The other 
half of the mill’s output will be sold 
by Crown Zellerbach in the Mid- 
west and East. 


According to a Jan. 5 report in 
Paper & Paper Products, one high- 
speed printing paper machine, ca- 
pable of producing 78,000 tons a 
year, will be put into operation 
next year. The plant will be located 
in St. Francisville, La. 


Ditto Develops 
Black Carbon 


Spirit duplicators 
can now turn out 
black-on-white cop- 
ies with a new nonstaining black 
carbon announced by Ditto Inc., 
Chicago. Along with the conven- 
tional purple spirit carbon, users 
have a choice of Black Hi-Gloss, 
the new carbon which turns out 
100-plus copies. 

Regular duplicator fluid can be 
used. The carbon surface and edges 
are chemically sealed to prevent 
smearing or smudging, the manu- 
facturer states. Preparation of mas- 
ters with the new carbon is the 
same as for conventional carbon. 


Black Hi-Gloss is suggested for 
accounting reports and _ systems 
where black copies are desired and 
where cleanliness is important to 
typists and operators. It comes in 
814x11l” and 84x14” sizes, and in 
single carbon sheets or in Master- 
set (carbon plus white master pa- 
per) form. 


From Letterhead A bank in Dallas 
To Shopping List has found an in- 

genious way to re- 
claim its outmoded letterheads. Re- 
public National Bank makes an 
annual change on the masthead of 
its stationery, to list its increase in 
capital and surplus. What to do with 
reams of obsolete bond after the 
change? 

Previously the bank converted 
them to memo pads for internal use. 
But last November vice-president 
George J. Watts decided to convert 
the usual paper loss to an advertis- 
ing advantage. The 70,000-odd let- 
terheads in stock were trimmed to 
4x74” shopping lists and distrib- 
uted free to busy housewives. 

Conveniently assembled in pads 





For superb color detail... 
SPECIFY THE STANDARD OF EXCELLENCE 


The magnificent illustrations in the book “Indians 
of the Americas” retain all their vibrancy and detail 
in their “translation” to ClICO Coated Papers. 


CHAMPION-INTERNATIONAL CO. 


of FF iin : Uassachusell 


MANUFACTURERS OF QUALITY COATED PAPERS 


COPYRIGHT 1956. CHAMPION-INTERNATIONAL CO 





These leading paper merchants can supply 


CONNECTICUT 

John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 
Stanford Paper Company 

3001 V Street, N.E. 

Washington 18, D.C. 

LAwrence 6-1600 


MARYLAND 
Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


MASSACHUSETTS 
Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-5000 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2-3870 

Donald Wyman, Inc. 

683 Atlantic Avenue 

Boston, Massachusetts 

HAncock 6-6282 


MICHIGAN 


Chope-Stevens Paper Company 
240 Chene Street 

Detroit 7, Michigan 

LOrraine 7-6800 


NEW HAMPSHIRE 
John Carter & Company, Inc. 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 
Bulkley Dunton & Co., Inc. 
461 Central Avenue 

Newark 7, New Jersey 
HUmboldt 2-5600 


NEW YORK CITY 


Bulkley Dunton & Company, Inc. 
295 Madison Avenue 

New York 17, New York 

MUrray Hill 9-6400 


Capital Paper Company, Inc. 
106 Seventh Avenue 


New York 11, New York 
CHelsea 3-4980 


NEW YORK CITY 


Hobson Miller Paper Company, Inc. 
280 Lafayette Street 

New York 12, New York 

WOrth 6-0400 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins-Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-4900 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rochester 6, New York 
HUbbard 2-1510 


PENNSYLVANIA 
Atlantic Paper Company 
Lehigh Avenue at 3rd Street 


Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 


John Carter & Company, Inc. 

421 Industrial Trust Company Building 
Providence, Rhode Island 

GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1 -8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

Burlington 4-6079 


EXPORT 


Elof Hansson, Inc. 
711 Third Avenue 

New York 17, New York 
MUrray Hill 7-1177 


coated paper 


COATED PAPERS 


Cico-Gloss 
Cico-Flex 


Cico-Offset 
Cico-Graph 


Cico-Print 
Cico-Fold 


Cico-Duoset 
Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 
BY 


(decuflay 


CHAMPION-INTERNATIONAL Co. 


( / 
Yh T. AUMVCOHCE, - essdenell 


MANUPAGTURERS OF 


QUALITY COATED PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib. 
Complete art and production details upon request. 





of 15 sheets for easy mailing, the 
shopping lists are mailed to all 
women customers of the bank. Lists 
are marked off in two columns, di- 
vided according to normal grocery 
categories: meats, poultry and fish; 
vegetables and fruits; dairy and 


delicatessen items; bakery; canned | 


goods; household needs; drugs and 
cosmetics, and odds and ends. 


New Leather A new leather- 


Finish Cover ette cover stock, | 
Armada Cover, will | 


be marketed this spring by Spring- 


field Coated Paper Corp., Camden, | 


N.J. Samples of this line in seven 
colors, including black, are avail- 
able. The finish simulates fine leath- 


er, yet provides an excellent surface | 


for all types of printing. 


Armada Cover may be printed by 


letterpress, gravure, offset, flexog- 
raphy or screen process. It com- 


plements Springfield’s popular | 


leatherette line, Chameleon Cover. 
This and other cover stocks, such 


as Parchment, Menu and Rawhide, | 


are distributed by the company’s 


paper merchants throughout the | 


US. 


- . « for more details circle 715, page 105 


Reports Detail Uses 
Of Magnesium Plates 


Brief reports on magnesium plates 
for letterpress printing are offered 
by the Oshkosh Engraving Co., Osh- 
kosh, Wis. They are based on the 
company’s experience in making 
extra-depth pattern engravings. 
These engravings are produced by 
electronically controlled methods 
and used for pattern and metal mas- 
ters in the flexographic, folding 
carton and corrugated packaging 
industry. 

Among the advantages of magne- 
sium plates, according to the com- 
pany bulletins, are: 

e Plates do not distort, and keep 
better register 

@ Craftsmen prefer to work with a 
lightweight plate 

® Magnesium plates lie flat for 
proofing 

e Lightweight plates cost less to 
ship, take less space for filing. 

Photoengravings in sizes up to 
30x40” and multiple color proofs 
up to 28x41” are made by the com- 
pany. Because magnesium is an ex- 
tremely hard metal, faster and more 
positive etching is possible, accord- 
ing to the engraver. This in turn 
results in a more durable plate. 

The metal’s hard surface is said 
to permit the processing of a greater 
quantity of reproductions when a 


Peek 
photographic 


type 
the easy way... 


movie, 
film strip 
titles... 


flip charts 
and 
presentations 


DAVIDSON CORPORATION 


When you have a story to tell clearly and 
quickly, prepare it the Prolype way — 
simple, easy... 

no camera... 

no darkroom! 


ProType photographic type is the ideal 
answer for visual presentations. You get 
clean, razor-sharp type up to 90 points — 
without complicated machinery, expensive 
cameras or darkrooms! All you do is expose 
the type at a simple easel under regular room 
lighting conditions, then develop the ProFilm 
or ProPaper there! That's all there is to it! 
More than 10,000 type sizes and styles are 
available to suit any need, from text to head- 
lines of compelling interest and impact. Pro- 
Film is ideally suited for use in making projec- 
tion slides, and ProType, on both ProFilm and 
ProPaper, fits in perfectly with all phases of 
the Diazo-type Process. 


O)Send brochure on ProTtype 


Name 


Street 


A Subsidiary of Mergenthaler Linotype Company Firm 


29 RYERSON STREET, BROOKLYN 5, NEW YORK 


Distributors in oll principal cities ond Coneda 


Text set in Linotype © Headings in ProType 


Good Typography 
is Better than Ever! 


Here Type Can fay SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago | 
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precision magnesium photoengrav- 

ing is used as a printing plate. 
Further information is available 
along with the explanatory reports. 
. for more details circle 716, page 105 


Develops Halftone Plates 
Minus Metal or Etching 


Halftone plates for letterpress 
printing can now be made without 
metal or etching, according to a re- 
port in The Inland Printer (Sept. 
56). Koch Processes Ltd, London, 
have developed such a platemaking 
process called Collebloc. It is said 
to be a simple and rapid washout 
relief technique. 

The process uses a special foil—a 
paper-backed substance consisting 
of a mixture of various colloids, 
prepared in three distinct layers, 
each layer with a specific function. 
It is supplied in two thicknesses: 
e For fine screens—0.004” thick 
e For coarser screens—0.008” thick 

“The original is photographed in 
a process camera through a special 
Collobloc vignette contact screen,” 
the magazine explains. “Several 
screen negatives can then be ex- 
posed in a vacuum frame to a sheet 
of the sensitized foil. The exposed 
foil then is transferred in a mangle 
to a permanent support, usually off- 
set zinc or aluminum. Development 


takes place, in hot water, for about 
five minutes. This enables the paper 
backing to be removed and proc- 
esses the printing surface.” 

When the washout is completed, 
the foil is bathed in alcohol to 
harden and is then dried. The plate 
can then be trimmed, mounted and 
printed. Runs of 150,000 are said to 
have been made successfully. Collo- 
blocs may also be used for stereo- 
typing and electrotyping if cold 
molding is used, the report states. 

44 


Lightweight Electros 
Use Plastic Backing 


To meet the increased demands 
for lightweight engraving plates, 
Johnson Mat & Electrotype Co., San 
Francisco, has developed an “Elec- 
troplastic” duplicate plate weighing 
about 75% less than a_ standard 
electrotype. It backs the standard 
copper electrotype shell with a spe- 
cially produced plastic material in- 
stead of the usual lead. The cost is 
reportedly 25% lower than for con- 
ventional duplicate plates. 

Printers operating a variety of 
letterpress equipment from job 
presses to five-color rotaries have 
used the plates under normal pro- 
duction conditions and found them 
successful, the company states. The 


complete 
_.Photo engraving 
service ...all day 


@ Copper 
@ Zinc 


@ Color Process 
Plates 


@ Magnesium @ Electrotypes 


Delivery 


& Pickup 


to 3 A.M. 


all night shipping 
NORTHWESTERN 


PHOTO ENGRAVING CO. 


328 S. Jefferson 
Chicago 
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STate 2-3939 


Electroplastic can be used on mani- 
folds, cartons, 133-line-screen labels 
and in book and publication work. 

Makeready time is said to be re- 
duced because of the uniform level- 
ness of the plates. For long runs 
nickel or chrome can be added to 
the printing surface. An average 
7x10” Electroplastic plate weighs 
1 Ib. 15 oz., compared with 5 Ib. 3 oz. 
for a similar electrotype. Company 
spokesmen point out that this re- 
duced weight can produce savings 
of from 46% to 63% in shipment 
from San Francisco to New York, 
for example. 

Franchise arrangements for pro- 
ducing this combination copper and 
plastic plate are being made with 
established electrotype companies in 
other sections of the U.S. 44 


Color Proofs Show 
Enamel ‘On Press’ 


Press proofs of Charm Magazine’s 
cover are being used by Consoli- 
dated Water Power & Paper Co., 
Wisconsin Rapids, Wis., to demon- 
strate printing characteristics of its 
Modern Gloss enamel paper. For 
the publication’s requirements 80 Ib. 
stock is used. The enamel comes 
in both body and cover stock 
weights. Since it is produced in a 
single high-speed operation on the 
papermaking machine, Modern 
Gloss is more economical than other 
enameled papers coated in a sepa- 
rate operation. 

Widely used by consumer and 
business publications, this letter- 
press enamel lends itself well to 
four-color process. The manufac- 
turer states that its use results in 
savings of $25 to $40 a ton in paper 
costs over other enamels. 

Free proofs and trial sheets are 
available. 

. for more details circle 717, page 105 


Electronic Camera 
Makes Screen Negatives 


A laboratory version of an elec- 
tronic camera which will produce 
screened negatives has been de- 
veloped by Fairchild Graphic 
Equipment Inc., Jamaica, N.Y. It 
was introduced at the American 
Photo-engravers Assn. convention 
in Detroit in October. 

The electronic camera exposes 
photographic film, one dot at a time, 
with the dots being laid down at the 
rate of 2,000 per second around the 
circumference of the cylinder on 
which the negative is mounted. 
Scanning is done on another cylin- 
der, on which photographic copy 
has been placed. 

The actual engraving is done by 
conventional etching methods. 





Either letterpress or offset plates | 
can be produced. Hand-tooling of 
the plates is possible. 

The model exhibited at the con- 
vention produces 120-line screen 
negatives to a maximum size of 
8x10” in less than ten minutes. The 
prototype scheduled for production 
next year will produce a negative 
up to 1344x164”. 4¢ 


Metal Covers 
Tell Sales Story 


A plate of satin-finished low 
brass, etched in a design with four 
enamel-filled colors, formed the 
front cover of a promotional book 
recently produced by Etched Prod- 
ucts Corp. and Electro-Chemical 
Engraving Co., New York. The 
affiliated companies specialize in fa- 
cilities and processes used by in- 
dustrial designers. The booklet, 
“Metal Processes To Turn Ideas into 
Reality,” was distributed at Gen- 
eral Electric’s Value Analysis Sem- 
inar and at a meeting of designers 
and engineers of the General 
Motors Frigidaire Division. 
The back cover was of .032-gauge 
aluminum, anodized in blue. It il- 
lustrated the Rolbos technique of 
roller embossing, used to produce 
an over-all fine-textured weave. 
Rolbos “stop-roll” embossing was 
demonstrated via smaller aluminum 
samples used as internal dividers. 
Heavy-duty paper _ sheets 
throughout the book carried actual 
ieces currently being made for 
aahes manufacturers of automobiles Good books are the product of 
and appliances—Kolfor coined experienced planning. 
letters, script and emblems. Handy 
precision steel rulers and decimal Our 50 years experience in printing 
tables, etched and enameled by 
ieee oud Mideadl Tied. and binding is an indispensable factor. 
ucts processes, were also included, 
as was a specially made key chain, Call us today. 
whose fob carried the G.E. or 
a 44 
Spas se. Copywriting Black and Multi-color printing 
Design and Typography —Letterpress 
Catalog Planning —Gravure 
Composition —Offset 
Photoengraving Binding 


Plate Making Mailing and Shipping 


The Cuneo Press,Inc. © 


2242 South Grove St., Chicago 16, Ill., Victory 2-2100 
NEW YORK—COlumbus 5-5544 LOS ANGELES—LUdlow 3-345] 
PHILADELPHIA—GArfield 6-6500 MILWAUKEE—BRoadway 6-5340 


The foreman assigned me to wash CAMBRIDGE — Kirkland 7-9600 
up. Where the devil are those 


Sales representatives in all major cities 
showers? 
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MARVELLUM: A RUGGED COVER THAT REALLY WEARS 


No, we didn’t use cousin Rhino’s hide to make the Marvellum 
cover, but you'll think we did, based on the rugged wear you'll 
get from it. Marvellum cover papers are “built” to take it. 
Next time you need a cover that will pay off in extra wear — 
specify Marvellum. Write today —or see your jobber for free 
samples and test-run sheets of our real “‘toughies.” 


THE MARVELLUM COMPANY Wes HOLYOKE, MASS. 


: The Dalton ““Admaster” is the 
wWwEHEN = { leader among high quality 100‘ 
F rag content layout and 
= a i visualizing papers. 
S f Top Art Directors laud this pad 
Performance as the finest... finest for 
its brilliant whiteness, response 
are Paramount... a to pastels, charcoal, pencil, 
ink ... most any medium and 
its beautiful texture. 
Dalton “Admaster”’ is available 
rough and smooth of surface 
and several weights - 50 and 100 
sheet pads - Step up a notch 
and discover the difference. 
See your local dealer now .. . write 
direct for free 4 x 6 sample pad. 


emia 


Porrewoanrs 
Papers op _ 
~—_ bienfang paper co., inc. Metuchen, New Jersey 
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Plastic Protector . . . Novel headrests 
used by J. B. Roerig and Co., Chicago, to 
introduce its new anti-tension drug, 
Atarax, to doctors, came sheathed in en- 
velope of Texoprint. This marked first 
time the plastic printing paper has been 
used for envelopes. 


Texoprint Envelope 
Holds Novel Headrests 


Plastic printing paper—Kimberly- 
Clark’s Texoprint—proved its ver- 
satility recently as an _ envelope 
stock in an unusual mailing for 
pharmaceutical manufacturers J. B. 
Roerig, Chicago. To spark physi- 
cians’ interest in its new anti-ten- 
sion drug, Atarax, the company sent 
a specially designed headrest to 
100,000 doctors across the country. 
The container for these foam rub- 
ber-stuffed, horseshoe-shaped pil- 
lows was made of a plastic-impreg- 
nated paper for added protection 
and wear. 

No special adhesives were used in 
the production of the envelope. Be- 
cause Texoprint can be easily 
folded, withstands moisture and 
grease and has unusual strength, it 
weathered the mails easily. Its un- 
usual cloth-like texture added a 
fillip to an interesting direct-mail 
campaign. 

Included in the headrest mailing 
were an index card describing the 
product, samples of the drug and a 
note to physicians. An earlier mail- 
ing set the note of “peace and com- 
fort” with an enclosure of sock- 
slippers for physicians. « 


Booklet Gives View 
Of Engraving Facilities 


A 12-page, two color brochure 
from Chambers-Storch Co., Nor- 
wich, Conn. illustrates and de- 
scribes the company’s facilities for 
engraving gravure printing cylin- 
ders of all sizes. Included are plant 
facility photographs as well as il- 
lustrations of several types of end 
products printed on Chamber- 
Storch rolls. 

A free copy is available. 


- + + for more details circle 723, page 105 





WELQOME 


Roll Out the Carpet 


A Welcome 
On Paper 


Here's what happens when an imaginative adman 


takes a good look at the materials 


around him, and sees what can be done with them! 


. . » Strips of sheathing paper, used in 


building, greet visitors to model homes equipped with Perfection 
Industries furnaces and cooling units. Heavy-duty paper was 
imprinted with ‘‘Welcome’’ message and used to protect floors 


and carpets inside the houses open to view. 


By Margaret Reynolds 
AR Associate Editor 


The welcome mat is out—in 40’ 
paper rolls—to prospective home 
buyers across the country who stop 
in to inspect Perfection Guaranteed 
Comfort Homes. A _ pathway of 
sheathing paper, commonly used in 
construction, provides novel adver- 
tising “footage” for Perfection In- 
dustries, makers of Regulaire fur- 
naces and cooling units, and coop- 
erating home builders. Spread out 
on the floors of a model home, the 
3’ wide strips tell visitors that this 
is a  Perfection-equipped house, 
guide them from room to room and 
incidentally protect the carpets or 
flooring. 

The company, a division of Hupp 
Corp., Cleveland, decided to give 
builders a boost last summer with 
a giant promotion kit. This includes 
everything from floor to ceiling dis- 
plays and relies heavily on a canny 
use of paper and fluorescent inks to 
stir the buyer’s interest. Results 
were good enough to prompt a re- 
peat performance in 1957. 

Chief attention-getter is the roll 
of sheathing paper, with its imprint, 
“Welcome to Our Perfection Guar- 
anteed Comfort Home.” In its un- 
adorned state, sheathing paper is an 


unlikely a promotion medium as 
you can imagine. A utility paper, 
its made of resin-treated kraft 
stock. It can be found underneath 
sidings, insulating installations or as 
protective covering on new floors 
and walks. 

What admen at Perfection saw, 
however, was a_ perfectly good 
printing surface not being used. 
They put in orders for rolls at a 
local lumberyard—the usual source 
of supply—and had them  silk- 
screened in red with the sales mes- 
sage. 


> The sheathing paper, tucked into 
huge promotion kits, was then 
shipped to home builders through- 
out the U.S. They were delighted 
with the extra talking points the 
“welcome mats” gave them. And 
they were saved the trouble of sup- 
plying a_ protective covering to 
guard their newly finished floors 
from the scuffs of touring crowds. 
Included in the kits are several 
displays personalized with the indi- 
vidual builder’s imprint. Among 
these are a pair of “Open House” 
directional signs, a 34x27” lawn sign, 
and a handy literature rack for use 
inside the house. Mobiles weres de- 
signed to hang from the fixtures. 
Day-Glo fluorescent inks give a 


fillip to the signs. In Saturn yellow, 
Fire orange and Blaze orange, they 
are noticeable from afar and add 
warmth to the setting. Like the 
sheathing paper, they were pro- 
duced by screen process. 


> Special folders four pages each 
5142x812” in size, were prepared by 
the company to fit the exact re- 
quirements and features of each 
builder’s model home. 

“These folders provide the one 
tangible thing that visitors can take 
home with them to study more 
carefully at their leisure,” says A. 
B. McLaren, furnace and air con- 
ditioning sales manager. “Builders 
who've tried them report that many 
visitors who have taken them home 
come back definitely in a buying 
mood.” 


> Paper stocks used in the kit in- 
cluded offset, cast-coated enamels 
and bristols. Letterpress and lithog- 
raphy were chosen to reproduce 
the leaflets and brochures. 

To complete the promotion pack- 
age, Perfection includes a suggested 
layout for a newspaper ad which 
the builder can insert in his local 
paper. The sum total? A merchan- 
dising tie-in with no energy— and 
no white space—wasted. 44 
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COVER TAG BRISTOL 


A cylinder-made paper that is subjected to a special 
process in forming to make a long-fibered, high-finish stock, Sorg’s 
PLATE FINISH is a pressman’s de light. And, ‘because it is av silable 
in 5 sizes, you are almost certain to find PLATE FINISH the most 
economical paper to use for a score of printing uses, since one of these 
A Companion sizes will surely give you maximum pieces per sheet with minimum 

Sorg Cover Paper | waste and proper grain direction. 
‘Leather Embossed”’ Best of all — you get a choice of 9 attractive colors and white in Sorg’s 
py Path lb gan PLATE FINISH to give variety and distinction to your printed pieces. 


of 9 colors and white, Sorg's Ask your Sorg paper mere hant for swatch book and sample sheets of 
LEATHER EMBOSSED cover 


offers a striking contrast with this versal ile pape r. 
its rich, leather-grain finish. 


ER COMPANY - Middletown, Ohio — 
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® Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 
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EQUATOR ANTIQUE ® TENSALEX ® MIDDLETOWN POST CARD © 410 TRANSLUCENT 
No. 1 JUTE DOCUMENT ® GRANITE MIMEOGRAPH ® SORG'S BLOTTING 


Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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How to Use 


The Pewoual Touck 
Su Direct Mail 


Gold-Dec-It breaks the rules of direct mail to 


By Terry Armstrong 


Age-wise, the Harrower Gold- 
Dec-It enterprise is a mere baby. 
Success-wise it is unique in the his- 
tory of selling-by-mail. Launched 
less than two years ago by Dorothy 
Harrower, a lady as keenly sales- 
minded as she is personally magne- 
tic, the business today has an envi- 
able nucleus of well over 4,700 
customers for a truly novel and 
growing line — and under the 
stepped-up program which is going 
into high gear in the New York 
City headquarters that number is 
expected to double within the next 
12 months. 

The original and major product of 
the Dorothy Harrower business is a 
heavy embossed gold paper which 
is available in an assortment of 
borders, strips, medallions, initials, 
floral and other designs. It is im- 
ported from Germany and Mrs. 
Harrower markets it under the reg- 
istered trade name of Gold-Dec-It. 
It has a purely decorative function. 
It can provide (or be fashioned in- 
to) a host of fascinating designs and 
easily applied to wood, metal, glass, 
enamel, other paper or felt. Market 
for the Harrower line? Women who 
love to create and produce unusual 
and glamorous gift items or deco- 
rate or refurbish accessories for 
their homes and charity affairs. 





build customer loyalty and repeat orders. 





Individual orders for Gold-Dec-It 
and related products range from 90c 
to $250. And such orders are rolling 
in not only by mail but more and 
more frequently by telegraph and 
long distance telephone. 

Unorthodox as the Harrower 
marketing-by-mail approach may 
seem in many respects, there are 
several facets of this particular op- 
eration that may well be noted — 
and profitably — by long estab- 
lished mail order concerns. 


» Although she had no previous 
experience in selling-by-mail, Mrs. 
Harrower, it seems, had an almost 
uncanny grasp of certain funda- 
mentals of sound mail order mer- 
chandising. She claims that it was 
the following considerations that 
inspired her deep faith in her proj- 
ect, despite the handicap of ex- 
tremely limited launching and 
working capital: 


1. The product (and the idea) was 
timely. In other words, it could take 
full advantage of the great do-it- 
yourself movement. 


2. She had a registered trade name 
for the product — a name as repre- 
sentative of the product as it was 
glamorous and memorable. 


3. The product (plus any later re- 












lated items) had definite reorder 
potential. 


4. She was familiar with the char- 
acter of her market — women who 
crave to personally create beautiful 
things with their own hands. 


5S. She could gauge what regions of 
the country represented the great- 
est concentration of her market. 


It should be pointed out here that 
during her long career on the 
American stage and as an interior 
decorating consultant and publicist 
for top home furnishings concerns, 
Mrs. Harrower traveled extensive- 
ly. She had both toured and trans- 
acted business in practically all sec- 
tions of the country and felt she 
could pretty well determine the re- 
gional preferences and responses of 
the feminine populations. 

Convinced that favorable advance 
notices are as essential to the suc- 
cess of a marketing project as they 
are to a theatrical production, Mrs. 
Harrower determined to first ap- 
proach editors of the top women’s 
magazines with the Gold-Dec-It 
idea. 


> Editors, upon hearing her story 
and seeing her handsome cigarette 


boxes, trays and lampshades glam- 


Direct Advertising * 55 





Put Muscle in Your Mail with 


JUMBO FLASH CARDS 


Big, colorful mailing cards in 33 eye- 
catching border designs give your im- 
printed messages dramatic impact for 
a fraction of usual cost. Get FREE 
design folder and samples. 


THE CARR ORGANIZATION 
1319 N. 3rd St., Milwaukee 12, Wis. 


Send Jumbo Flash Card designs to: 


SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


wey s 


CON va 


ea a tate) 


@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICASO 172, ILL 
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orized by Gold-Dec-It, were quick 
to recognize that here was some- 
thing new and exciting in handicraft 
to tell their readers about. 

Illustrated features on this fasci- 
nating do-it-yourself idea soon ap- 
peared in the big circulation and 
prestige women’s magazines and in 
the syndicated features of news- 
papers. The resulting flood of in- 
quiries and immediate orders sur- 
passed even Mrs. Harrower’s 
expectations and she forthwith de- 
termined on the policy and program 
which has made her enterprise 
unique as a mail order business. 

For instance, she determined that 
a warm informality would charac- 
terize all publicity press releases, 
advertisements, direct mail litera- 
ture and, particularly, all corre- 
spondence with sales prospects and 
customers. That informal approach, 
Mrs. Harrower states, is one of the 
project’s most valuable assets. 

For purposes of close identifica- 
tion with the Gold-Dec-It enter- 
prise, paper stocks of rich gold yel- 
low are used for stationery, labels 
and catalog. 

The catalog is a combination cat- 
alog and instruction book. The “how 
to” angle incorporated in the cata- 
log has stimulated orders as no 
mere items-and-price list could. 
Wherever possible the various gold 
paper borders, medallions, initials, 
etc., are reproduced in actual size to 
clarify for the reader exactly how 
Gold-Dec-It will look in the final 
application. Otherwise actual sizes 
of the various items are made crys- 
tal clear by boldly identifying style 


numbers and by the well planned 
page arrangements. 


> Because she believes people are 
always curious about the looks and 
personalities they are dealing with 
and because she recognizes the val- 
ue of establishing as intimate as- 
sociation with customers as possible, 
a full page informal illustration of 
Mrs. Harrower working with Gold- 
Dec-It appears on page three of the 
catalog. 

Perhaps the most significant fea- 
ture of this catalog is the complete 
omission of order blanks and self- 
addressed return envelopes. 

“To illustrate how superfluous — 
how totally unmissed such forms 
are,” says Mrs. Harrower, “I don’t 
believe more than four or five cus- 
tomers have ever even mentioned 
the absence of order blanks. That 
brings up the question of whose 
convenience such forms are in- 
tended to serve 
the customer’s?” 

There is a practical sales psy- 
chology behind this omission of order 
blanks. “The letters and notes which 
include customer’s orders provide a 
valuable insight to our particular 
market,’ declares Mrs. Harrower, 
“and are rich in leads for additional 
and bigger sales. Furthermore, they 
enable Gold-Dec-It to render a 
genuine personalized service — a 
service which brings greater returns 
in terms of satisfaction for the cus- 
tomers and of profits for the busi- 
ness.” 


the seller’s or 


>It is in this field of business 


Home Kit . . . This selection of gold lace borders and ornaments is sold only by mail, 
and every customer becomes a friend through Gold-Dec-It’s friendly letters. 





Fill Her Up, Sir? 


These words, so familiar in America, symbolize the ac- 
complishments of the petroleum industry which through 
research, manufacturing skill and service has contributed 
so much to the progress of our nation. 


Printing papers, too, play a key role in our American 
way of life. They help educate our children, inform our 
citizens, speed business operations and sell the products 
of industry. Oxford’s business is to make printing papers 
that will perform these vital tasks more effectively. 
Among these papers are many designed for specific print- 
ing requirements and end uses. For helpful advice on 
printing papers, call your nearby Oxford Merchant or 
write our nearest office. 


xford Papers 
lobo Estelle allt 


OXFORD PAPER COMPANY 


'HyNHona 
OXFORD MIAMI PAPER COMPANY PAPERS 
230 Park Avenue, New York 17 * 35 East Wacker Drive, Chicago 1 ARRAS 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 
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This insert is a sample 
of the offset results 
you can get on 


OXFORD 


OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 


Wescar GLOSS PLATE OFFSET is a film-coated (pig- 


mented) paper of high brightness and opacity, polished to a 
glossy finish. It lends luster and detail to offset printing in 
either black and white or multicolor. Especially recommended 
for calendars, booklets or catalogs in full color. 


WESCAR SATIN PLATE OFFSET, a companion sheet to Wescar Gloss 
Plate, is also manufactured with a pigmented coating film with a dull satin 
finish. Designed for black and white or multicolor offset printing, it gives 


soft, pleasing results in clear detail through a maximum range of tone 
gradations. 


FENWICK SUPERFINE OFFSET is a premium grade of outstanding quality 
and appearance. It is a film-coated paper, highly pigmented for extra 
brightness and opacity. With a high gloss finish, Fenwick Superfine is 
admirably suited for de luxe jobs in either black and white or multicolor. 


CARROLLTON SATIN PLATE OFFSET is a bright white paper of good 
opacity and regular, uniform surface. Free from lint or fuzz, it is care- 
fully manufactured to give trouble-free press performance. Carrollton 
Satin Plate is recommended for quality reproduction at moderate cost. 


TWO VALUABLE AIDS: (1) The OxForD PAPER seLector CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y. . . . . . W.H. Smith Paper Corp. 
Meee ste . . Henley Paper Co. 
ea lc lt we " Wyant & Sons Paper Co. 
Augusta, Maine Carter Rice Storrs & Bement 
Baltimore, Md. . . . « The Mudge Paper Co. 
Bethlehem, Pa. . . " Wilcox-Walter- Furlong Paper Co. 
Boise, Idaho . . .. . . . Blake, Moffitt & Towne 
Boston, Mass.. . . . . Carter Rice Storrs & Bement 
Buffalo, N. Y. . . . . . Franklin-Cowan Paper Co. 
Cees ee kk . . Henley Paper Co. 
re Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
Midland Paper Company 
The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 
Cleveland, Ohio The Cleveland Paper Co. 
Delos, Demme . lw ltl et hls 6 Geom Paper Co. 
Dayton,Ohio .. . . . . The Whitaker Paper Co. 
Des Moines, Iowa Bermingham & Prosser Co. 
Detroit, Mich.. . . . . . Chope-Stevens Paper Co. 
Fresno, Calif. . . . . . . Blake, Moffitt & Towne 
Gastonia, N. C. 4 Henley Paper Co. 
Hartford, Conn. . Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 
. Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 
Louisville Paper Co. 

Roach Paper Co. 


Cincinnati, Ohio 


High Point, N. C. 
Indianapolis, Ind. 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Little Rock, Ark. a 
Long Beach, Calif. Blake, Moffitt & Towne 
Los Angeles, Calif. Blake, Moffitt & Towne 
Louisville, Ky. . . . . . . . Graham Paper Co. 
Louisville Paper Co. 

Manchester, N. H. . ‘ . C.H. Robinson Co. 
Memphis, Tenn... . . . . Louisville Paper Co. 
Milwaukee, Wis. . Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co. 

Minneapolis, Minn. Wilcox-Mosher-Leffholm Co. 
Nashville, Tenn. > . . Graham Paper Co. 
Newark, N.J.. . oie " Bulkley, Dunton & Co., Inc 
New Haven, Conn. Carter Rice Storrs & Bement 
New Orleans, La. . Graham Paper Co. 
New York, N. Y. Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc 
Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc. 
The Whitaker Paper Co. 
Oakland, Calif... . . . . . Blake, Moffitt & Towne 
Omaha,Neb. .... . . . Western Paper Co. 
Pawtucket,R.I. . .. . Carter Rice Storrs & Bement 
Philadelphia, Pa. ‘ . . Atlantic Paper Co. 
Wilcox- ‘Walter- Furlong Paper Co. 
Phoenix, Ariz) , . . . . . Blake, Moffitt & Towne 
Pittsburgh, Pa. . . . . . . . Brubaker Paper Co. 
General Paper Corp. 
Portland, Maine . C.H. Robinson Co. 
Portland, Oregon . . . Blake, Moffitt & Towne 
Reno, Nevada ... . . . Blake, Moffitt & Towne 
Richmond, Va... . . . . . Cauthorne Paper Co. 
Rochester, N. Y. Genesee Valley Paper Co. 
Sacramento, Calif. Blake, Moffitt & Towne 
St. Louis, Mo. . . . Bermingham & Prosser Co. 
Graham Paper Co. 
Shaughnessy-Kniep-Hawe Paper Co. 
Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
San Diego, Calif. Blake, Moffitt & Towne 
San Francisco, Calif. . Blake, Moffitt & Towne 
San Jose, Calif. . . . . . . Blake, Moffitt & Towne 
Seattle, Wash. . .... Blake, Moffitt & Towne 
South Bend, Ind. . . . Bermingham & Prosser Co. 
Spokane, Wash.. . . . . . Blake, Moffitt & Towne 
Springfield, Mass. Carter Rice Storrs & Bement 
Mill Brand Papers 
Stockton, Calif. . . . . « Blake, Moffitt & Towne 
Tacoma, Wash. . . . . . . Blake, Moffitt & Towne 
Toledo, Ohio . . . . . . . Paper Merchants, Inc. 
Tucson, Ariz... . . . . . . Blake, Moffitt & Towne 
Washington, D. C. John Floyd Paper Company 
Worcester, Mass. . . . Carter Rice Storrs & Bement 
York, Pa. ... . . =. . »« The Mudge Paper Co. 


San Bernardino, Calif. 


OxFORD PAPER COMPANY 
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230 Park Avenue, New York 17 * 35 East Wacker Drive, Chicago 1 
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correspondence and mail promotion 
that Mrs. Harrower’s approach 
again contrasts sharply with ortho- 
dox mail order procedure. The so- 
called correct, accepted forms of 
business correspondence, she main- 
tains, lack pertinence and generally 
leave the customer with a _ cold 
“take it or leave it” impression. In 
fact, Mrs. Harrower’s written mes- 
sages to her trade would be certain 
to delight Dr. Rudolph Flesch, au- 
thor of the widely read “Art of 
Plain Talk.” They are as breezy as 
they are pertinent. 

For correspondence with cus- 
tomers Mrs. Harrower eschews the 
usual 8%4x11” or Monarch size sta- 
tionery. She uses a 434x6” cor- 
respondence note of rich gold yel- 
low stock. Folded over once, it is 
sealed with a cellophane tape tab. 
The unusual stationery is used for 
the acknowledgement of orders, an- 
swers to inquiries, and for giving 
suggestions for achieving special 
effects with Gold-Dec-It products. 

The standard heading and salu- 
tation is omitted in practically all 
clientele correspondence. The key- 
note is one of brevity and informal- 
ity. For example, here are a few 
complete communications: 


e Thanks for the additional $54 
order, Mrs. Forrest. The material 
will be on the way to you by night- 
fall. I know your coffee table and 
mirror will be lovely after you’ve 
applied the antique Gold-Dec-It. 
Don’t forget, I want to hear about 
this latest decorating project of 
yours. 


Cordially, 


e The introductory kit of Gold- 
Dec-It was mailed this morning 
along with the combination catalog 
and instruction book to Miss Good- 
win as you requested. May I say, 
Mrs. Potter, that I think your idea 
of ordering a kit for your con- 
valescent friend was most thought- 
ful? I know Miss Goodwin will 
have as much pleasure with Gold- 
Dec-It as you are having. It will 
prove good occupational therapy for 
her. 
Sincerely, 


e I'll bet, Mrs. Luce, that your 
committee will have one of the 
most popular booths at your bazaar. 
Evidently Gold-Dec-It has inspired 
you gals with a host of grand ideas 
for unusual and saleable items. By 
the way, you might add to your list 
such articles as perfume bottles, 
desk sets and picture frames. They 
can all be wonderfully glamorized 
with Gold-Dec-It. Do let me know 
how your booth comes out at the 
bazaar. Cordially, 


>» Gold-Dec-It advertising appears 
in a carefully selected list of pres- 
tige magazines in the women’s 
field. While the sizes of the Gold- 
Dec-It advertisements are modest 
— averaging 1 column x 414” — 
they are distinctive and graphic. In 
the headline which identifies the 
product the reader is assured that 
Gold-Dec-It is easy to apply, ex- 
citing to work with and provides 
a novel, fascinating handicraft. The 
photographic illustration, besides 
showing several articles created 
with Gold-Dec-It, generally fea- 
tures a pair of hands applying the 
material. The availability of the 
introductory kits is always boldly 
emphasized directly above the firm’s 
name at the bottom of the text. 

Early in her enterprise Mrs. Har- 
rower was certain that Gold-Dec-It 
would have immense appeal for 
women who regularly create and 
fashion articles for their pet charity 
or church bazaars. Today a good 
percentage of her business comes 
from women engaged in such activ- 
ities. As a result Mrs. Harrower has 
become somewhat of an authority 
on “bazaars.” For instance, she 
knows that one large annual char- 
ity bazaar in a large midwestern 
city has netted as much as $35,000 
in one day — and that “takes” of 
from $1,500 to $9,000 a day are not 
unusual for such charitable affairs 
in other midwestern and _ south- 
western cities. 


> Besides operating a growing con- 
sultation service Mrs. Harrower 
finds her principal promotion activ- 
ity is the creation of new applica- 
tions for Gold-Dec-It and related 
products. These new applications 
she broadcasts to her markets by 
means of occasional direct mail 
“flyers” and through correspond- 
ence with established customers. 
New applications for all the prod- 
ucts in the line are also well pub- 
licized through her contacts with 
magazine editors who are ever on 
the alert for new, engrossing ideas 
to present to their readers. 

That Mrs. Harrower’s original 
concept for the Gold-Dec-It mail 
order enterprise was extraordinar- 
ily sound is attested by these de- 
velopments: 


1. The phenomenal and constantly 
growing demand for Gold-Dec-It 
products. 


2. Today Gold-Dec-It’s related 
products include gem-like beads for 
bejeweling scores of articles, various 
kinds of special art and handicraft 
papers, glass eggs, boxes of matches, 
an excellent all-purpose adhesive 
and a wide assortment of boxes and 


| Knowledge and Timber Shouldn't 
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limited use for $9.95 monthly. We 
license only rated agencies & Nat. 
Advesrs. Handbook #9 now ready — 
send for License Form and samples, 

STIVERS STUDIO 
BOX 3684 © SAN FRANCISCO 19, CALIF. 
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NEW! FREE for 
Direct Mail Users 


| 1957 Catalog of 
SMet| Mailing Lists — 
covering United 

State and all for- 

eign countries. 


PLUS 


‘i Hundreds of 
1 IDEAS for in- 
creasing your 
direct mail re- 
| sults. “Handy 
Check List” for 
mailers also in- 

“ cluded 


+ Send Request on Letterhead 
Berliner Mailing Lists. Inc., 
Dept. D, 684 Broadway, N.Y.C. 


This is the back of a MEMCO Invisible Ink 
Postcard. You can’t see the copy because 
it doesn’t appear until you wet the card. 
This card — plus your imagination — can 
make money for your clients! Write for 
FREE SAMPLE. 


M. E. MOSS & CO. 


119-C Ann St., Hartford 3, Connecticut 


We'll send you FREE 
samples of famous 
KOLORCARDS...per- 
fect customer Direct 
Mail announcements 
++-imprinted to your 
specifications. 


WRITE TODAY! 


advertising aids inc. 
4201 N.W. 2nd Avenue « Miami 37, Florida 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 


Telephone 
BA 7-5371 BUREAU 


165 Church Street, New York 7, N. Y. 
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forms on which customers may ap- 
ply Gold-Dec-It decorative mate- 
rials. All are excellent reorder 
items 


3. The most fruitful markets, just 
as she had anticipated, are in the 
midwest and southwestern regions 
of the country. 


> And here is a record of which 
any mail order firm would be proud. 
Of the thousands of customers for 
Gold-Dec-It products less than a 
score have ever registered any com- 
plaint or gripe. In only eight in- 
stances have complaints resolved to 
the point where the guarantee of 
“complete satisfaction or money re- 
funded” has been put into effect. 
This, indisputably, is a tribute to 
the novel appeal and the quality of 
the Gold-Dec-It line and to Mrs. 
Harrower’s unique sales and cus- 
tomer-relations policy. 44 


Trade Aids... 


AR Selects Literature 
Helpful to Direct Mail 


Since the amazing growth of di- 
rect mail in the past ten years has 
forced even the most far afield ad- 
man to occasionally handle a mail- 
ing campaign, “aids for the trade” in 
the form of literature designed for 
the Direct Mailer himself are ap- 
preciated allies. 

The following selection includes 
some of the more recent direct mail 
pieces to come across AR desks, and 
any or all should be of help to those 
working in direct mail. 


Mail Order 
Directory 


Reported to be 
the only book of its 
kind, the second 
edition of the “Mail Order Business 
Directory” has been released by B. 
Klein & Co., New York. 

This 1957 directory lists over 2,000 
large and small mail order firms. 
Listings include not only the names 
and addresses of these companies 
but the products they buy and the 
names of their key buyers. 

List price of the directory is $15 
and it may be purchased — on a 
ten-day money-back guarantee — 
from B. Klein & Co., 23 East 22nd 
St., New York 10. 


Mailing List 
“How to” 


Entitled “How to 
Work With Mailing 
Lists,” this booklet 
from the Direct Mail Advertising 
Assn. Inc., New York, contains 50 
pages of basic list information. 
The chief value of this literature, 
according to the company, lies in its 
use, and the warning is backed-up 
by a list of instructions that in- 


forms the reader on “How to Get 
the Most Out of This Report.” 

The list price is $5, but a well 
worthwhile membership in the 
DMAA will bring it to your desk for 
only $2.50, with a 50% discount for 
quantity orders of 10 or more 
copies. Orders should be sent to 
DMAA Inc., 3 East 57th St., New 
York 22. 


Mailing List 
Catalog 


Available at the 
reader’s request, 
this 1956-1957 cata- 
log from Fritz S. Hofheimer, New 
York, contains 50 pages of avail- 
able direct mail lists in the United 
States and Canada. 

Categories include churches, re- 
search organizations, schools, retail 
stores, executives, institutional buy- 
ers, wholesalers (jobbers), manu- 
facturers, millionaires and _ just 
“rich” people. 


+ for more details circle 712, page 105 


Direct Mail 
Prospect Guide 


A combination di- 
rect mail manual 
and reference book 
of prospect lists, this 56-page cata- 
log No. 82, from R. L. Polk & Co., 
Detroit, gives information on 6,000 
mailing lists, and also includes some 
helpful guidance features. 

One section on current postal reg- 
ulations covers not only rates and 
requirements for the various classes 
of mail, but in addition also explains 
postal regulations covering such 
matters as addressing and the use of 
business reply cards and window 
envelopes. 

A list of 10 specific times when 
direct mail can often be the only 
solution to an advertising problem 
is included in the manual section, 
plus a guide to assist advertisers in 
selecting the correct list for the 
product that is being sold. 


- for more details circle 713, page 105 


Hardware Lists 
Now Ready 


Marking a new 
“first” in the direct 
mail field, a direc- 
tory that lists over 34,000 hardware 
retailers, wholesalers and manufac- 
turers has been published by the 
T. K. Sanderson Organization of 
Baltimore, Md. 

Arranged by state, city and town 
for easier reference, the listings in- 
clude over 30,000 selected retail 
hardware stores, 2,200 wholesale 
dealers, 45 marine hardware dealers, 
500 builders hardware suppliers and 
2,000 manufacturers’ agents. 

The directory contains 412 pages, 
is library bound and gold stamped. 
Retail price is $40 less 10% for cash 
orders. 

Sample pages are available. 


- for more details circle 714, page 105 





Direct Mail Newsletter 
Discusses New Ideas 


Called “What’s New in Merchan- 
dising,” a monthly newsletter from 
Harry Singer & Associates, New 
York, selects what the company 
considers the ad “idea of the month” 
and describes it to the subscribers. 

A sample idea of the month from 
the February 1957 issue describes 
the possibility of getting your ad 
message to the customer via the 
outside of the envelope. 

The process, according to the 


Monkeyshines .. . 


newsletter, is simple and quite fea- 
sible since it entails nothing more 
than putting the sending informa- 
tion and stamp usually found on the 
front of the letter on the reverse 
side. According to the company, this 
reverse procedure has been ap- 
proved officially by the Postoffice, 
and the procedure leaves the front 
part of the envelope blank for the 
ad message. 

Subscriptions to “What’s New in 
Merchandising” are $10 annually, 
and may be obtained by writing to 
the company at 55 West 11 St., New 
York 11. 44 


Light Dealer Letters 
Get Right Results 


By Bette Macon 
AR Associate Editor 


Since a successful sales program 
often depends upon the dealer’s 
enthusiasm for the company’s prod- 
uct, R. C. Allen, Grand Rapids, 
Mich., manufacturer of business 
machines, has launched a _ direct 
mail campaign aimed at making the 
dealer an Allen friend as well as an 
Allen salesman. 

While many “sales pusher” letters 
are stuffy and demanding, resulting 
in irritation rather than stimulation, 
these Allen pieces are whimsical 
delights that practically guarantee a 
selling twinkle in the dealer’s eyes. 

Although the company calls them 
letters, they are more like one-page 
short stories that hold the attention 
of the amused reader while he pain- 
lessly absorbs both sales tips and 
additional sales stimuli. 


> Instant attention getters, each 
piece, a standard 84x11” sheet in 
two colors, is dominated by a large 
photograph of a squirrel, hippopo- 
tamus, cow, pig, kangaroo, or other 
animal. 

The copy on each, masterful and 
clever, takes its theme from the 
photograph. With no salutation, the 
words carry out the feel of the ani- 
mal, letting his character shine 
through in a consistent and highly 
humorous fashion. 


> Take the piece with the squirrel 
carefully holding a large walnut, 
who is saying to the reader: “Our 
reputation for thrift started back in 
grandpa _ Throckmorton’s time. 
Grandpa used to cadge handouts, 
steal from the monkey cages and 


) 
var’ 


\ 


RE_Allen Business Machines, Inc. 


Squirrely Selling . . . Thrifty Throckmor- 
ton describes how Pete Rabbit sold Grand- 
pa an Allen for easier nut counting. 


bet on the Pirates to win the Na- 
tional League pennant. Peter Rabbit 
was an old friend of grandpa’s. He 
was selling office machines and 
wooden nutmegs at the time.” 

The copy, in the same zany vein, 
tells of the attempts of Peter Rab- 
bit to sell grandpa Throckmorton 
an R. C. Allen adding machine to 
handle his peanut inventory. The 
rabbit almost fails until he happens 
to mention that the Allen machine 
has an automatic cipher feature. It 
seems this is what grandpa squirrel 
has always wanted, so the sale is 
clinched. 

The moral, and each of these let- 
ters has a definite sales moral, is 
that “it just proves you can’t tell 
which of the features the customer 
will want most — try ’em all.” This 


You 
Mail? 


MARIE 
FEE-MAIL 
FOR YOU! 


A mighty small fee, too, for 
Marie’s mighty fast, efficient, com- 
plete mailing service. 

Marie has been handling all mail- 
ing details for a wide variety of 
clients for more than 25 years 
—multigraphing, multilithing, 
mimeographing, automatic typing, 
addressing, ete. Also addresso- 
graph and hand-list maintenance. 
She will give you fast, accurate 
service by messenger or mail. 
Work mailed for you (or delivered 
to you) right on time. 


For information, service, prices, etc., 
just write or phone Marie at... 


x LM Sp tu 


431 SouTH DEARBORN STREET 
CuIcaco 5, ILL. WABASH 2-8655 


Size or Color Problem 


Big run jobs have you on the run? Take a tip 
from leading firms and consult Carey. Round- 
the-clock operation, roll fed presses, inventory 
roll stock and sheeting equipment meet and 
service any quality demand at substantial sav- 
ings. Why wait for deliveries when you can call 
Carey Press... ask for 


Art Friedman, Sales Manager © CH 4-1000 


62 YEARS OF ACHIEVEMENT 
STATEMENT ENCLOSURES 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS 
PUBLICATIONS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 


PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. - 406 W. 31st ST. +N. Y.1 
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CURT TEICH & CO., Inc., 1733 W. Irving Park Road, Chicago 13, Ill. 


O 


C] Advertising Agency Media kit. 


O 
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eo) 1 N AS 
DIRECT MAIL RETURNS 


You’ve got to get the prospect INSIDE to 

get your message OUT. Tension’s Display Window 

Envelope beckons your prospect inside into your sales story. 

Frame a “teaser” portion of the enclosure with a die-cut display 

window. Utilize color from the sales material (appearing through 

the display window) to create interest, bring action and increase 

returns. Tension’s manufacturing skill assures “perimeter sealing” 

of the window patch for smooth, snag-free inserting. Display windows 
can be die cut in almost any shape —in any position. 


FREE SAMPLES! Get the whole wonderful story of Tension Display 
Window Envelopes, including typical samples. Write now to: 


TENSION ENVELOPE CORPORATION | iis." 
B15 East 19th St Kansas City | munmeapouss 1, wun 
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Se cards 
double reply cards 


An increasing number of com- 

panies and advertising agencies 

have discovered and are success- 

fully using our exclusive 

CURTEICHCOLOR 3-D process for the 
creation of natural color post cards, ad- 
vertising, and other direct mail pieces. Thus 
they have been able to extend their full color 
advertising program. 


catalogues 
eb tellelet hme te 


if you want moximum results and broader coverage 

from your advertising dollar — you'll want complete : 
information on CURTEICHCOLOR 3-D. Send in the attached quolity 
coupon after you have checked the information you desire. Pret tb 7 


_ 
Since 1898 — America’s oldest color post cord specialists. oat ase a titty 


circular on the uses of post cards Send free literature checked 
and direct mail media. 


TI a covcnccastniiiantaeticemamenus : 


Firm Name... 


Estimate and Information Sheet for the cre- 
ation of natural color circulars, brochures 
and catalogues. 


Address........... : 


| EE ee : Zone........ 
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circulars and brochures 
a 


individually designed for 


is slipped in while the dealer is 
still chuckling at the wacky anec- 
dote. 


> Instead of the usual high-pressure 
“Why aren’t we getting more orders 
from you?” approach to the dealer 
who is obviously selling sombody 
else’s machines, R. C. Allen uses 
a light touch, typified by Farthin- 
gale, a surly hippo who announces, 
in large type, “I’m mad!” 

The copy then continues: “The 
boss says to me, ‘Farthingale,’ he 
says (because that’s my name), 
‘Farthingale with competition 
what it is, you gotta run to even 
stand still these days.’ ” 

Farthingale, it seems, is thorough- 
ly provoked at his boss, and re- 
marks that it would be a nice busi- 
ness if one didn’t have to wallow 
in customers. He manages to get in 
a few tips on the R. C. Allen 10-key 
machine, but finishes up his story 
by telling how he dislikes these 
eager beaver salesmen who sell so 
much the shop runs out of ma- 
chines. 


>» Some of the letters promote a par- 
ticular machine in the Allen line, 
but they still keep the light, friend- 
ly touch. An example is the use of 
Mama Kangaroo to promote an Al- 
len cash register that can also be 
used as an adding machine. 

The friendly animal first reports 
somebody who compared her to 
this double-purpose machine, and 
then comments: “I didn’t like him 
talking like that in front of my son 
Caswell, but I'll have to admit that 
as his mother I qualify as an adding 
machine of sorts.” 

She then goes on to interpret the 
machine description as it might ap- 
ply to a kangaroo. In mentioning 
the itemizer feature, Mama _ says 
sagely: “I think it’s like using your 
tail to save wear and tear on the 
feet.” 

She concludes her observations 
on the Allen cash register by an 
opinion that they seem like nice, 
friendly and efficient pets to have 
around. 


>» All designed to be Allen ambas- 
sadors of good will, the colorful 
mailing pieces were sent out at the 
rate of one a week to a list of 3,000 
office appliance and office supply 
dealers who handle the Allen line. 
Results of the campaign brought 
not only a better and friendlier 
dealer-manufacturer relationship 
that resulted in increased sales, but 
also a number of dealer requests to 
adapt the series — using the same 
pictures — as a consumer campaign 
for the dealers to send to their cus- 
tomers. 44 





Key to the City . . . The star often was 
given the key to the city. This time it 
was in Wilkes-Barre, Pa. 
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Autograph Party John Howard 
signed copies of the book on which the 
tv series is based. 
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When you take a television star on 
a tour, take a tip from Wilson & Co. 


Plan ahead if you want to... 
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Supermarket Appearances . . . An ordeal 
for the star, but one which invariably 
builds sales for Wilson products. 


Make the Most of Your Star 


By Don Young 

Manager, Public Relations 
Wilson & Co. Inc. 
Chicago 


A well-watched television pro- 
gram should not be the only goal 
for a sponsoring company. That’s 
the conclusion of Wilson & Co., in 
an expanded study of how to mer- 
chandise a television show. 

The meat packing company re- 
searched every possibility of draw- 
ing more attention to one of its 
sponsored film programs, Dr. Hud- 
son’s Secret Journal, starring John 
Howard. 

Wilson sponsors the show in many 
important markets this year. 


>» At the heart of this merchandis- 
ing was a study of ingredients for 
a successful personal appearance 
tour. Mr. Howard, along with a Wil- 
son public relations executive and 
a publicity man from MCA-TV, the 
film’s distributor, visited spot mar- 
kets in which the film was show- 
ing. With the same type of promo- 
tional program planned for the 
coming season, the lessons learned 
should prove to be most helpful. 

Let’s go back to see just what 
Wilson hoped to accomplish on the 
first tour. 

These were the specific aims: 


1. To introduce Mr. 
Wilson sales people. 


2. To show Mr. Howard off to deal- 
ers and consumers. 


Howard to 


3. To establish his relationship with 
Wilson & Co. in the minds of buy- 
ers, store personnel and consumers. 


The first thing done was to con- 
tact MCA and work out a possible 
set of dates when Mr. Howard 
would be available. Then we got 
in touch with television stations 
carrying our show, and our branch- 
es and plants. 

Once dates were cleared, the real 
work began. We sent out a pro- 
posed model of a typical visit to 
each city. It was felt this would give 
the stations and our people an idea 
of activities to arrange. We stressed 
that this model was by no means 
the only schedule which could be 
used. 

High points included a visit to the 
mayor of each city, a trip to the 
local hospital, the Wilson branch 
or plant, and some food markets. 

This covered the possible outlets 
in keeping within the framework 
of the story line of the Dr. Hudson 
program. 


> It cannot be emphasized enough 
to plan, plan, plan. This is some- 


thing which cannot be delegated 
to secretaries or ambitious mail 
boys. All the experience and inge- 
nuity of the tour director will be 
needed. In the case of Wilson, Jim 
Butz, a top public relations man, 
coordinated visits on most of the 
trip. 

Following initial correspondence 
with branch and plant officials 
through whose cities the tour would 
pass, replies began to pour in. 

Using the suggested model itiner- 
ary as a guide, we received many 
top ideas. One city suggested a din- 


Meeting the Salesmen ... A visit with 
the men who move the products is al- 
most always on the program. 
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Guest Television Appearances . . . Limit 
the number for greatest effectiveness, 
Wilson has learned. 


ner of medical association people. 
Another offered a coal mine visit. 
Another favored a_ rehabilitation 
project in his city. 

At the same time, an arrange- 
ment was worked out between 
MCA-TV, the television stations 
and Wilson regarding the handling 
of expenses. 

Once this was done, the correla- 
tion of itineraries began. 


> Here was where we began to 
learn. One affair, which we wanted 
to attend in a southern city, was 
changed three times in order to 
work us in. Another we missed be- 
cause of time limitations. We found 
out early the most important rule 
of all: nothing holds true in every 
city. What goes well in Syracuse 
might lay an egg in Minneapolis. 

So care must be taken to coordi- 
nate efforts with members of each 
station’s merchandising staff and 
the company personnel who best 
know their own area. 

We staged a cocktail party in one 
large metropolitan area, serving a 
generous quantity of liquor. The 
party was successful, and we felt 
pretty happy about the affair. Set- 
ting up the same thing in a smaller 
city, we were warned that these 
folks were not the type to drink in 
the middle of the day, or even late 
afternoon. 

After the party, which didn’t go 
too badly, we had almost all of the 
liquor left to dispose of. While this 
wasn’t too painful from a consumer 
standpoint, still, we might better 
have served bottles of pop. 

Cocktails are frequently suitable 
just before a luncheon. We found 
this to be one of the safest places 
for large-scale gatherings — a 
luncheon. A dislike of liquor is 
passed over with food on its heels. 


> It is important to have one per- 
son on hand to handle introductions. 
This does not mean a formal line, 
but rather an easy, casual mingling 
of everyone. But plan it! 

Here’s something important to 
look for: don’t slight anyone in 
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sending out invitations to your af- 
fairs, within limits. In our case we 
included buyers, store managers, 
merchandising managers from sta- 
tions and chain stores, chain man- 
agement, the press and members of 
our own sales organization. 


When the group gets very large, 
cocktails and hors d’oeuvres will 
turn out to be the most economical 
theme . . . when it’s a choice of a 
cocktail party or dinner. 


>» At these affairs, provision should 
be made for having pictures made. 
Everyone likes a picture with a 
popular figure. 

As far in advance as possible, in- 
form everyone of the coming visit. 
Television station, company, press 
should all be fully informed. 

In a city where careful planning 
is not observed, you might run into 
the following heartbreakers: 


1. The top newspaper columnist is 
out of town ... or the office. 


2. Television appearances are vague, 
undefined, with no purpose. Too 
many appearances are just as bad 
as too few. 


3. Company personnel are away on 
other business. 


4. No program has been arranged 
to show off your personality; no 
stores, hospitals, civic groups have 
been scheduled. 


Advance planning at the press 
level is beneficial in telling the story 
ahead of time. 


1. Releases should be sent to news- 
papers and magazines in the area. 
The name of the proper person 
should be obtained from tv station 
managers. 


2. Television stations, “Man’s Best 
Personal Appearance Friend,” 


Hospital Visits . . . A natural for the 
man who plays the title role in ‘’Dr. 
Hudson’s Secret Journal.’’ 


should work closely to coordinate 
ahead of time and on the scene. 

Don’t crowd too many store and 
event appearances on your person- 
ality. It will affect his attitude, and 
your energy, along with a hopeless- 
ness that hangs over the scene as 
you frantically scurry from spot to 
spot. Again, plan carefully allowing 
for contingencies. 

When you line up your store out- 
let for a personal appearance, you'd 
better have a long talk with the in- 
dividual store manager as well as 
his boss. Wilson is distributed 
through food stores and super mar- 
kets. 

We outlined a program which told 
store officials just what we hoped 
to accomplish, how he hoped to help 
them; then we asked for comments. 


> Out of these appearances and dis- 
cussions we turned up the follow- 
ing rules: 


1. Hold appearances at high traffic 
periods. This time usually includes 
Thursday, Friday, and Saturday. On 
the other days peak hours vary. 


2. Plan a specific activity in the 
store. Rather than having your tiger 
shift from foot to foot, set up a 
table for autographs. Stock it with 
pictures and two or three fountain 
or ball point pens. 


3. Announce his presence every five 
or six minutes on the store’s pub- 
lic address system. 


4. You can stage treasure hunts in 
the store. Place in spots near or on 
your own company display, little 
pictures or souvenirs, easily dis- 
cernable. These may be redeemed 
for autographed pocket books in the 
front. Tops of shelves also make 
good spots. Make sure that displays 
are not ruined by people looking 
for these souvenirs, and announce 
the treasure hunt frequently. 

After the first few minutes, if 
you’ve chosen your time right, 
your man should be busy answer- 
ing questions and signing pictures. 
Be sure to have plenty of photos on 
hand. Nothing like ’em. 


> A trip through a city is always 
a good thing. It offers local officials 
a chance to display some of their 
work in addition to acquainting you 
with the town’s unique qualities. 

The temperament of the town and 
current interest should govern to a 
great extent what you do. In Mil- 
waukee, it would seem logical to 
aim for a tie-in with baseball, while 
Scranton, Pa. affords a sound rela- 
tion with a reconstruction move- 
ment, or coal mines. 

Shortly after you arrive in town, 
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a conference should be held, short 
in duration, but long enough to re- 
view the schedule. 


> Unless there is a definite reason, 
television appearances of the star 
should be limited. We found three 
times to be a pretty average num- 
ber. Less than this, you lose some 
promotional advantage; more, and 
people begin to tire of the same 
questions. Vary the questions, and 
style of interview when you can. 

Wilson was fortunate in working 
with John Howard. Not once did 
he question any of the program laid 
out for him. It is important that the 
star understand the purpose of his 
visits to the various cities. Then he 
can do a better job for you. 

The matter of cost had to be 
worked out. As the sponsoring firm, 
Wilson was obligated on all trans- 
portation expenses between cities. 

MCA provided John Howard and 
a publicity man who traveled with 
him. It was Wilson’s job to work out 
individual arrangements with sta- 
tions. Some sent us $300 as their 


A Private Line... 


TV Closed-Circuit Trend 
Gains in Popularity 


Born surrounded by advertising 
doubts as to its worth, tv’s slow- 
starter “step-child”, closed-circuit, 
has recently shown busy signs of 
coming into its own in the ad world. 

Probably the best reason for this 
popularity trend in the closed-cir- 
cuit tv area has been the recent 
betterment of the medium’s three 
deficiencies: picture quality, profes- 
sional staging, and proper promo- 
tion. 

But with the production of closed- 
circuit pictures that meet the most 
exacting standards, the addition of 
professional services to stage the 
shows, and the new thinking that 
closed-circuit is an effective medi- 
um for more than just interconnec- 
tion communication, AR has noticed 
a good bit of activity starting up in 
the field. 


Diners Visit 
Plant Via TV 


While seated com- 
fortably at dinner 
in the Van Cleve 
Hotel Ballroom, Dayton, Ohio, ad 
club members recently “toured” the 
printing plant belonging to McCall 
Corp. via closed-circuit tv. 
Although the plant was only three 
miles away from the ballroom, it 
was decided to bring the plant to 
the diners via closed-circuit, since 
this was the one method that would 
enable all the members to see the 


share of the cost of his stay in their 
city. Others agreed to split the bill 
when all expenses were totaled. 

We arrived at an average cost 
per city of $600. This included all 
transportation, hotels for Wilson 
personnel, Mr. Howard and his pub- 
licity man, luncheons, photographs 
which were autographed and given 
away, and general out-of-pocket 
expenses. 


> As another tour begins for Wil- 
son & Co., planning is completed. 
In June, negotiations began for 
merchandising and promotion pro- 
grams in markets in September. 
Wilson, with the help of John Bald- 
win, account executive for Need- 
ham, Louis and Brorby advertising 
agency, is pretty well set. 

But just as sure as dogs have 
fleas, something new will come up 
which we haven’t counted on. And 
off the record, meeting these emer- 
gencies is part of the satisfaction 
that comes from arranging such a 
program. 44 


various operations at the same time. 

The stunt marked a first time for 
such a venture and one of the novel 
features of the evening was the 
later presentation of “hot off the 
press” copies of the same issue of 
Reader’s Digest the diners had 
watched being printed. 


30,000 Salesmen Sponsored in 25 
Learn Via TV cities by local sales 
executive clubs, 
two closed-circuit tv sessions on 
Feb. 26 and March 5, 1957, will give 
“top-sell” pointers to over 30,000 
salesmen across the nation. 

The programs, called “TeleSell 
Spectaculars,” will last 90 minutes 
each and will feature top sales ex- 
ecutives discussing the most effec- 
tive selling methods. 

The programs will originate from 
New York, and facilities are being 
arranged by Sheraton Closed-Cir- 
cuit TV, the company recently 
bought by Teleprompter. 44 


Camera Changes Actor 
Into Mannerly Midget 


Trick photography is responsible 
for cutting a six-footer down to 
size—in this case tv actor Richard 
Cutting, who is reduced to a 2’ high 
butler on the Danny Thomas and 
Perry Como shows, co-sponsored by 
Kimberly-Clark Corp. As Manners, 
the diminutive and genial manser- 
vant, he is introducing its new 
product, Kleenex Table Napkins. 

With great authority he demon- 








Americans read more magazines, newspapers and books 


our wav of life than any other people. 


The printed word educates, entertains and enlightens... 


is built on printing 


It promotes new products, services and ideas. 


Small wonder why 168,000,000 Americans live so well. 


INTERNATIONAL PAPER 





our way of life 
is built oo printing Ws premeare cow goodies, eovioes and ines. 
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INTERNATIONAL PAPER 


white HUDSON GLOSS 


An outstanding, improved process-coated paper. 

Super-calendered to give a high gloss for quality letterpress 
printing of catalogs, cook books, house-organs, time-tables, 

travel folders, booklets and broadsides, using 110-120 line halftones, 
Available at low cost in 50-60 and 70 pound weights through 
leading paper merchants. Write for sample book. 

Please use your business letterhead, or consult 


your leading paper merchant. 


Other fine quality Mill Brand ADIRONDACK BOND TICONDEROGA OFFSET 
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SPRINGHILL WHITE TAG EMPIRE BOOK 
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FINE PAPER AND BLEACHED BOARD DIVISION 
Printed by letterpress on 
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Hudson Gloss, Basis 7O. 220 East 42nd Street, New York 17, N. Y. 





strates that the napkins, which 
“cling like cloth,” are indeed quite 
proper for dinner and festive occa- neenah reports ™ 


sions as well as for breakfast o1 


lunch. He is the central figure im scientific fact: 
ordinary home settings of kitchen kes 
and dining room. He plays along- you can just tell”’ 
side a housewife, a husband and a 
boy, who appear as “normal-sized” i 
individuals when shown next to the wh ich are the 
midget-sized Manners. i 

In order to achieve this illusion, ImMpo rtant letters 
the studios created some over-sized 
props, such as an 18’ chair, flowers in your 
4’ high, a 12’ table, a rug three times 
its normal size. The box of Kleenex mail 
Table Napkins used by Manners is 
about 4’ high, and the individual 
napkin used in the demonstration is 
the size of a tablecloth. 

In filming the series, first the 
“normal size” actors were shot, us- 
ing ordinary chairs, tables, rugs, etc. 
Matting lines were drawn on the 
set to indicate the areas in which 
the butler would appear. The other 
actors in the commercial were not 
allowed to cross these lines. 


the appeal 


of quality is 
always subtle 


Tv’s Tom Thumb. . . Camera tricks turn 
6’ tall actor Richard Cutting into 2’ A quietly important reason for using 


eh Cae, ees, Ne NeeeeEee a fine cotton fiber bond by Neenah 
Kleenex Table Napkins on the Perry 


Como ond Danny Thomes shows. for your business letterheads. 


To help them visualize the size of 
the butler they would be talking to 
in the film, a 2’ cardboard figure of You can help create a 
Manners was used. While these letterhead that helps your 
scenes were shot, half the camera 7 3 company suceven. The 
lens was covered with a mat. au: first step is to ask your 
Two days later, when Manners a printer for a free copy of 
was filmed, the oversized props wwrrry* the second series of “The 
were moved onto the set. Except Right Letterhead for You.” 
for size, there were exact replicas 
of the table, chair and rug used in goes 
the other scene. The camera for A / Mj 
these oversize shots was 24’ high. sf ‘GAIT Y) 
When the final prints were made, AA ‘ ro 
the two versions were put together Vw pepe i 
—with the result that televiewers 
will see a 2’ butler talking to nor- 
mal people. neenah paper company 
‘Manners’ role is to impress upon 
American families that these nap- 
kins are proper for every occasion,” neenah, wisconsin 
a company spokesman said. 44 
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Which One Gets a Better Starch? 


ar 


NEW MOUSETRAP WITH New Mousetra 
BUILT-IN COUNTER S 


with Built-in Counter 
Here’s the automatic way 


to rid your place of vermin. Here's the automatic way to rid your 


Not only catches mice place of vermin. Not only catches 
but counts them, too. 

, mice but counts them, too. Adapted 
Adapted to all sized rodents. : ° 
Pavs for itself in a matter of to all sized rodents. Pays for itself 
months. Ideal for your in a matter of months. Ideal for 
own home or as a_ gift your own home or as a gift for a 
for a mouse infested friend. : : 
Send no money. Write mouse infested friend. Send no 


Box RAT-12, Chicago. money. Write Box RAT-12, Chicago. 


"Lie above advertisement is imaginary, 
of course. But the idea it represents is strictly real. The 
Creative Approach to typography will sell more mer- 
chandise, mousetraps or marlinspikes, than the unin- 
spired, un-expert kind. Creative typography is the kind 
you get from members of the ATA. No matter what 


you say, it will read much better with ATA! 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co, 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Haves-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 


Alfred J. Jordan, Inc. 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 
TORONTO, CANADA 
Cooper & Beatty Limited 





Fifteen Ways to 
Cut Down Your 


Composing Costs 


Some practical suggestions for getting your 


composition faster, more economically, 


By Ward K. Schori 

Excellent quality typography is 
always the aim of the better agen- 
cies. And it’s usually achieved in 
big-budget advertising. Unfor- 
tunately the slick results don’t re- 
veal the many mistakes and nu- 
merous alterations that probably 
were necessary. 

An ad that costs $20,000 for space 
can stand the added expense. But 
there are many trade journal ads 
and other jobs where the production 
manager is advised that the budget 
is limited and that production costs 
must be watched closely. Just 
“watching” the costs doesn’t help 
unless you know what to be on the 
lookout for and to do something 
about it at the appropriate time. 

The trick is to achieve the best 
results with the least expense. Even 
a lush account is often gratified 
when production costs are less than 
usual. 

The solution of the problem is to 
save time for the typographer, be- 
cause time is money, and you save 
both time and money for the agency 
and client. 

Some cost-cutting ideas are only 
common sense and some are real 
tricks of the trade. You can use 
them to astonish and delight your 
superior . . . and your type compo- 
sition house. 


1. Do you have an understanding 


and of higher quality. 


with your typesetter about errors 
in copy? 


Some type plants—even large 
shops with established reputations 
—will set copy “as is”—even though 
its wrong. Of course, they can 
argue that they thought “you 
wanted it that way” and are there- 
fore justified in charging for al- 
terations. A typist’s error may spell 
ridigity for rigidity, or an even 
more subtle error may creep in. It’s 
your job to appreciate the type- 
setter who knows enough to find 
and correct mistakes in copy. He 
takes a chance by changing your 
exact wording, so give him the 
breaks instead of penalizing him. 
Agree in advance that the big Web- 
ster’s international dictionary will 
be the authority in case of differ- 
ence of opinion. 

Just because you're a big firm or 
because you’re proud of your copy 
doesn’t exempt you from errors. 
Ad copy from one of the “top ten” 
recently had two mistakes in one 
paragraph! 


2. Do you mark optional copy cuts 
or give permission for the typesetter 
to use his judgment in making copy 
cuts to eliminate widows? 


This is probably the most valu- 
able trick of all. This device is used 
by magazine copywriters to make 
cut captions come out full flush 


lines. Pick up a copy of Life and 
notice the picture captions. Most of 
them were set and printed without 
further editorial revision because 
the “option” to retain or eliminate 
a word or words was in the copy 
when it went to the printer. Many 
an unsightly widow has_ been 
tightened up into the line above by 
cutting a non-essential word. 

Circle words lightly with a 
colored pencil or make a lightly- 
pencilled notation to “cut if nec.” 
The typesetter will then get it right 
the first time and save an alteration 
charge. Likewise, give him per- 
mission to spell out abbreviated 
words in order to improve the com- 
position, or even to add words in 
cases of extreme necessity. 


3. Do you permit a change in word 
order? 


In a series of words, the exact 
order is usually unimportant, and 
if the typesetter has an option to 
change the order, he can do a better 
job faster—and time is money. For 
instance, suppose the item being 
described comes in four colors, yel- 
low, blue, white and red. The type- 
setter finds that the line ends in 
the word “white.” But  unfor- 
tunately, there’s just no room for 
the final “e.” He can “squeeze” the 
line by very thin spacing between 
words, or he can carry the whole 
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copy-fitter 


68 PAGE EDITION 
with most complete index of 
lowercase, caps, small caps 
EEE 


1560 type faces 4 to 24 pt. 


Fast, accurate, DIRECT VISUAL CONTROL 
Streamlined Copy-Fitting makes it easy to fit 
type like an expert. Thousands of users — en- 
dorsed by graphic arts leaders. Plastic bound, 
with all scales needed for copy-fitting in the 
precision die-cut Vinylite type-casting gauge. 
Your best buy for $5.95! Money-back guarantee. 
Order now —at art supply stores or direct: 


ARTHUR B. LEE, 25 West 45th St., New York 36 
jJUdson 2-3877 


itis 
got you down? Get the 


Visual 


COPY-CASTER 


Discover for yourself how much faster, easier and 
more accurately you can copyfit all type jobs with 
this new, completely revised Haberule. Tens of 
thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lars in costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 


store or direct. Complete with gauge, only $7.50 
THE HABERULE CO. 
BOX AR-245 * WILTON, CONN 
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word over and letter-space the line 
to make it full. Either way, the 
results are both costly and poor 
typography. If he could transpose 
the words “white” and “red,” the 
whole problem is solved quickly, 
easily and cheaply—and the ap- 
pearance is improved. 


4. Are you 


divisions? 


tolerant about werd 


Some clients or agencies ask that 
few or no words be divided. Read- 
ability, however, is mainly based 
on what people are accustomed to 
seeing. The bulk of today’s reading 
is done in the narrow newspaper 
columns which have an abundance 
of divided words. The division of 
words is natural and undue avoid- 
ance of breaks makes for badly 
spaced lines. Instead of better qual- 
ity, the customer gets poorer quality 
and more costly typesetting. 

Remember that every letter- 
spaced line costs you approximately 
the same as six to ten regular lines. 


S. Do you know and use 
reader's marks? 


copy- 


All copyreader’s and proofreader’s 
marks are understood by printers. 
Don’t try to make up your own 
symbols. You may not know the 
commonly accepted marks, but you 
can learn them by looking them up. 
They’re in the back of most dic- 
tionaries. Don’t feel self-conscious 
about using them! The delete mark, 
stet and arrows are most commonly 
used. 

If you draw one line under a 
word and think that it means the 
word is to be set in caps, don’t 
blame the printer if you get it back 
in italics! 


6. Do you re-type copy that is 
badly marked up? 


Copy sheets marked up with nu- 
merous changes, additions and de- 
letions, plus penciled instructions, 
are a burden to decipher. You un- 
derstand it because you’ve spent 
some hours on it. But the typog- 
rapher is expected to read it and 
interpret it from “scratch,” to use a 
bad pun. 

In addition to your scribbling he 
has to add his own “markup’— 
the instructions to the machine op- 
erators and floor men. 

“A little study will make it clear,” 
you say. But a little study may run 
into five or ten minutes. Multiply 
this by the number of people who 
have to handle it—markup man, 
machine operator, makeup man, 
proofreader, foreman—whoops! .. . 
there’s another $10 added to your 
bill! Some typesetters love it, but 


Original Copy with Alternate Settings 
Now available in 
white, red and blue. 


Now available in black, 
Now available in black, white 


black, 


Optional Word Order Permits Better Quality 
Now available in blue, red, 
black and white. 

Option on Abbreviating Helps, Too 

825 N. Rush St., Chicago, IIli- 
nois. 


825 N. Rush St., Chicago, III. 
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between us girls it’s cheaper and 
results are better if you take five or 
ten minutes of a stenographer’s time 
to retype the sheet. The hourly rate 
for typesetters is several times that 
of typists. 


7. Do you furnish double copy 
when two ads are to be set from 
the same copy? 


Some agencies send a sheet of 
paper crowded with copy and then 
enclose two layouts for two sizes. 
It's almost impossible to add two 
“markups” or sets of typesetting in- 
structions to the sheet. This imposes 
a heavy burden on the markup man 
who has to figure and then cramp 
and abbreviate his type markings. 
Then each person who handles it 
has to spend extra time in figuring 
out what is desired. 

It slows down production time, 
too, because only one man can work 
on it at one time. Two copies would 
enable two men to work on the 
two ads and would speed up work 
flow all along the production line. 


8. Do you type display copy on one 
sheet and body copy on another? 


Copy for display type (anything 
larger than 14 pt.) can be put on a 
separate sheet of paper to great ad- 
vantage. Display takes a different 
sort of markup from straight or 
body matter. Since the two classes 
of type are composed by different 
men, the work can be carried on in 
two different departments at the 
same time for maximum speed in 
production. For a rush job, this has 
great advantages, particularly in 
keeping the job from running into 
overtime with attendant higher 
costs. 


9. Do you furnish original or first- 
carbon copy? 


When a third or fourth carbon 
sheet is sent for typesetting copy, 
the letters are already blurred. 
Handling often smears the copy 
further, making it difficult to read, 
and even changing the sense when 
an “e” looks like an “o.” 

Suggestion: Send two copies with 
your penciled instructions on one, 





“HOME-GROWN” CRAFTSMEN 
PRODUCE FINER COLOR PRINTING 


A basic Clement policy is to create its own personnel. 
This includes management as well as printing craftsmen. 


Helpers become apprentices, and apprentices become journeymen. 


Many eventually hold management positions. 
This Home-Grown policy produces the best color printing because 
from the beginning men are taught one kind of printing— 
Clement printing. That’s why they can produce only the best. 
(nother reason why leading businesses take pride in and profit 


from color printing by Clement. Yet it costs no more. 


J. W. CLEMENT CO. Wanufacturers of Quality Printing 


Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 


SALES OFFICES: Graybar Bldg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, In Los Angeles, Phillips & Van Orden Co., San Francisco 


4 LORD ST., BUFFALO, N.Y 245 ERIE ST., BUFFALO, N. Y SOUTH SOTO ST., LOS ANGELES, CAI 





A Handy Guide to Proofreader’s Marks 


4. _— Make correction indicated in mar- 
gin. 


pee Retain crossed-out word or letter; let 
it stand. 


. «++ Retain words under which dots ap- 
saat pear; write “Stet’’ in margin. 

x Appears battered; examine. 
= _ Straighten lines. 


Vv v v Unevenly spaced; correct spacing. 


| Line up; i.e., make lines even with 
other matter. 


Jum Make no break in the reading; no € 


Ko F No paragraph; sometimes written 
“run in.” 


Att C0 Here is an omission; see copy. 
we Make a paragraph here. 


Transpose words or letters as indi- 
cated. 


Take out matter indicated; dele. 


Take out character indicated and 
close up. 


Line drawn through a cap means 
lower case. 


Upside down; reverse. 
Close up; no space. 
Insert a space here. 
Push down this space. 
Indent line one em. 
Move this to the left. 


Move this to the right. 


so the printer’s markup can be put 
on the other. 


10. Is 
spaced? 


your 


copy all double- 


The printer’s eye is often un- 
consciously confused in _ single- 
spaced copy, making it easy to skip 
lines. Even though the proofreader 
catches the “out,” re-insertion of 
the words takes time and costs you 
money. Paper is cheap and it’s al- 
ways wise to use an extra sheet to 
allow plenty of space between lines, 
extra space between blocks of copy, 
and lots of margin space. 

Double-spaced typing is essential 
in foreign language copy. When 
single-spaced, accents on top of 
letters mingle with descenders and 
commas at the bottom of the line 
above to make a _ meaningless 
scramble. It takes time to figure it 
out, and if an error is made, it takes 
time to correct it—and another five 
dollars is added to the bill, all for 
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f T Raise to proper position. 
LJ Lower to proper position. 


l l | Hair space letters. 


wf. Wrong font; change to proper font. 


Qu 2 Is this right? 

de. Put in lower case (small letters). 

AC. Put in small capitals. 

Cafas Put in capitals. 

Cvdc. Put in caps and small caps. 

New .Change to Roman. 

Ata Change to Italic. 
Under letter or word means caps. 
Under letter or word, small caps. 
Under letter or word means Italic. 
Under letter or word, bold face. 
Insert comma. 
Insert semicolon. 
Insert colon. 
Insert period. 
Insert interrogation mark. 
Insert exclamation mark. 


Insert hyphen. 


= 
u 


Insert apostrophe. 


Insert quotation marks. 


& 
@& 


Insert superior letter or figure. 


>¢ 


Insert inferior letter or figure. 
Insert brackets. 


Insert parentheses. 


Aan 


/J 
/) 


One-em dash. 


Two-em parallel dash. 


||» 3| 


Chart taken from the “ATA Hand Book 


the saving of a %-cent sheet of 
paper. 


1l. Do you order silverprints when 
you send engraving copy and type 
copy out for production? 


When time is precious and you 
need an ad the next morning, don’t 
forget to have silverprints sent to 
the printer as soon as the engraver 
can make them. They’re possible at 
a comparatively early stage of the 
engraving process and show the ex- 
act size of illustrations and positions 
of the various portions of the ad. A 
layout is seldom really accurate, 
but with a silverprint a typesetter 
can make his cast-up with assur- 
ance that he can set the type and 
make up the ad. He knows it will 
fit when the engravings finally ar- 
rive some time later. It saves costly 
re-setting. 


12. Do you specify or have an un- 


derstanding about minimum type 
sizes? 


The typographer will do his best 
to fit the copy to your layout, but 
copywriters, being copywriters and 
loving words, sometimes get carried 
away with their own fluency. And 
so the type is set to fit, and the 
extra wordage forces it into un- 
readable 6 or 5-point type. Maybe 
more space is needed, maybe copy 
cuts are required. Who knows? The 
typesetter doesn’t know your prob- 
lems. But if he has a schedule of 
minimum sizes, he can often save 
you the cost of re-setting. 

Recommended minimum for body 
matter: 8-pt. for a one-column ad, 
9-pt. for a two column ad, and 10- 
pt. for larger ads. 


13. Do you ever ask for justified 
type composition in narrow meas- 
ures? 


If you do, you are penalizing 
yourself both cost-wise and quality- 
wise. The ideal measure is said to 
be about 45 characters to a line. 
One rule says: Type should never 
be set narrower in picas than the size 
of the type in points; that is, don’t 
set 8 point narrower than 8 picas. 
But this is too narrow for best re- 
sults. In narrow measures the nat- 
ural breaks force some lines to be 
widely spaced and others to be 
tightly spaced. Both tight and wide 
lines look bad and are extremely 
costly. 


First suggestion: If narrow meas- 
ures are necessary, use small, con- 
densed type faces. 


Better suggestion: Specify “flush 
left, ragged right.” The job will look 
better, readability will be improved 
and the cost of composition will be 
about one-fifth that of justified 
lines. The narrower the measure, 
the more the cost skyrockets. Eight 
point type set four picas wide will 
cost you approximately three times 
the cost of eight pica lines, and 
eight pica measures cost double 
fourteen pica composition. 


14. Do you give complete instruc- 
tions on proofing when you send 
copy? 


Tell your printer: 

the number of proofs desired; 
the kind of stock to be used; 
the width of margins; 


@ the color of ink. If other than 
black, don’t just say “red.” There 
are hundreds of shades of red. Give 
the manufacturer and number of 
ink, or, lacking that information, 





For handsome display... 


from every angle 


A perfect miniature display 
case for any product. It 
combines all-round visibil- 
ity with protection of con- 
tents. The deep-drawn dome 
is pressure formed of .030 
clear acetate. 
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sell more cigarettes* : 


a a 
Another famous name in action! Here's ways 
further proof that the Hankscraft motion Kis a 
i : oe Sito” 
engineers are able to solve motion display wR 
problems most effectively and economi 
cally. Just send us a cutout dummy and 
a rough sketch — we'll equip it with a | 
Hankscraft display motor that will be the 


most practical for your requirement. t 
Low-cost, trouble-free Hankscraft bat- 
tery-operated display motors will add - 


eyecatching motion to your display and LONG SIZE 
run for weeks without attention. 


Hankscraft . . — 


. j : . ;% The hinged cover on this giant replica of a Marlboro 
Tite ae 


Ma rib ore 


package opens and closes, simulating the actual package 


Animation! 


} 

i. action. The display is powered by a side-mounted (Model 
rt 1240-D3) Hankscraft motor operating on two standard 
\J } 

flashlight batteries. 


Display designed by Zipprodt, Inc., Chicago 


THE HANKSCRAFT COMPANY 
Reedsburg, Wis., Dep. AR-3 


HANKSCRAFT AC ANIMATION "HE HANKSCRAFT COMPANY 


Reedsburg, Wisconsin 


Please send me FREE manual on Han 


Our new laboratory and supply facilities Name 


° ° = Sales Offices in these principal citie 

can now give you quick and efficient serv- CHICAGO * PHILADELPHIA © MINNEAPOLIS * NEW YORK 
ice for AC as well as battery-operated dis- DALLAS * TORONTO (Ontario) * SAN FRANCISCO 
play motors. (Erlach Lee Company) 


Company 


Street Address 


City Zone 
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send a sample of the color to be 
matched. 


15. Do you give your copy a final 
reading and check against layout? 


Countless headaches and _ tele- 
phone calls are caused by lack of 
agreement between copy and lay- 
out. See that: 


® Each headline and copy block on 
layout has corresponding typewrit- 
ten copy. 


® Each line and paragraph in the 
copy has a clearly indicated spot on 
the layout. 


e Each block on the layout has the 
first word or two lettered for posi- 
tive identification. 


e Every engraving block is ade- 
quately identified, especially when 
there are portrait cuts; the printer 
has no way of knowing which is 
John Doe and which is Bill Green. 


® Proof of a previous job plainly 
marked “Style Proof—Not for 
Copy” accompanies the new copy. 


Following these rules can result 
in composition that will cost you 
less and give you better quality at 
the same time. 


Typro Styles Shown 
In Halber Booklet 


A new 20-page book of Typro 
photo-lettering styles has been pre- 
pared by the Halber Corp., Chicago. 
Presented are standard typefaces; 
handlettered styles, including con- 
necting scripts; specialties and nov- 
elties. More than 1,500 fonts are 
available for use with the Typro 
photo-lettering machine. They can 
produce professional display head- 
ings in a full range of sizes from 
6 to 144 pt. 

Along with the specimens of type 
styles, the book illustrates the many 
ways in which each style may be 
used. Also shown are engraver 
screen tones, plus illustrations of all 
the variations possible with this 
lettering equipment. 


. «+ for more details circle 707, page 105 


Type Book Equipped 
With Copy Fitter 


Every page in a recently issued 
type catalog from Franklin Typog- 
raphers Inc., New York, has a built- 
in “character-and-pica counter.” In 
this 394-page book, 400 typefaces 


Of course, it’s harder to get folks to read these days 
...-SO many distractions you know. It has to look interesting 
and easy. That’s where we come in...with all our 

type faces and ways to charm readers. Ask us. 


M O N S E N typographers, inc. 


22 East Illinois Street 
CHICAGO 11, ILL. 
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928 South Figueroa Street 
LOS ANGELES 15, CALIF. 


806 Fifteenth Street, N.W. 
WASHINGTON 5, D.C. 


are shown, ranging from 4 to 144 pt. 
Fonts are illustrated line by line in 
every available point size, measured 
and counted both in picas and char- 
acters. 

The arrangement makes it easy 
to check the exact size of type 
chosen to fit within the layout space. 
The catalog is loose-leaf so that ad- 
ditional type specimen sheets can 
be inserted as they become avail- 
able. 

On a typical page, showing 
Egyptian Bold Extended, picas are 
scaled along the bottom, type char- 
acters along the top of the sheet. 
Complete alphabets and numerals 
are included. 

A sample page from the catalog is 
available. The book itself is of- 
fered exclusively to customers. 


. «+ for more details circle 708, page 105 


Proofreaders’ Guide 
Shows Standard Marks 


A comprehensive list of standard 
proofreaders’ marks, with an ex- 
planation of each and samples of 
proper use, is offered by Intertype 
Corp., Brooklyn. The marks are 
printed on a handy 8%4x514” sheet, 
printed on yellow stock in orange 
and black. 

Forty-two proofreaders’ marks 
commonly used by both authors and 
proofreaders in preparation and 
correction of copy and proofs are 
included. The list is designed for 
either individual or classroom use. 


- .. for more details circle 709, page 105 


Foundry Issues 
Polygot Type Folder 


How the DeRoos typeface looks in 
English, French, Spanish, German, 
Italian, is shown in a comprehensive 
specimen booklet from Amsterdam 
Continental Types and Graphic 
Equipment Inc., New York. The 
leaflet, printed in three colors, 
shows the range of this all-purpose 
type family. Roman, italic, semibold 
and inline initials are given in both 
upper and lower case alphabets. 


De Roos Romana, una Medizval 
A LINE OF CAPITALS IN 
De Roos Semibold is sure to 


Intertype matrices for slug com- 
posing machines are available in 8, 
10 and 12 pt. In addition to these 
book sizes, the series offers 6 pt. 
and display sizes in various weights. 
Designed by S. H. De Roos, who 
also originated Libra, the series has 
been gaining popularity steadily. 


- «+ for more details circle 710, page 105 





Who Owns Your Negatives 7 


An 


on 


By Albert Woodruff Gray 


In the recent decision of an 
United States District Court pos- 
sibly lies the end to the long con- 
fusion born of conflicting statements 
of the law by various courts in re- 
lation to the ownership of the nega- 
tive of a photograph. For three 
quarters of a century this feature 
of the law has no better description 
than that of the steamship’s course 
in its escape from submarines, “She 
doubles and turns in her bearing. 
Like a twisting plover she goes.” 

Under a contract with an adver- 
tising agency photographs were 
made by a commercial photographer 
for use in an advertising layout to 


be carried by the New York Times. 
The picture was made, delivered 
and paid for. Later, after the pho- 
tographer had delivered the nega- 
tive of this picture to the agency, 
it had been used by the agency for 
other advertising published by 
Promenade, Ladies’ Home Journal 
and Look. 

In this suit against the agency, the 
photographer claimed damages for 
both a breach of contract and copy- 
right infringement. To avoid the 
law that the picture and its nega- 
tive were the property of the cus- 
tomer, he contended that the rule 
applied only to photographs to pre- 
vent a breach of confidence where- 
by a photographer could cause mis- 


Both photograph and negative are the prop- 
erty of the one at whose request and expense the pic- 
ture is made. No rights are retained by the photog- 
rapher in either picture or negative except by ex- 
press agreement or when made at the expense and 
instance of the photographer. 


attorney with extensive advertising experience brings you up-to-date 


the legal situation on the ownership and use of advertising photos. 


chief to the unwary person who did 
not realize that his portrait might 
be susceptible to future use. 

“IT cannot agree that there is less 
need of this protection in commer- 
cial photography than in portrait 
photography,” asserted the court in 
its disposition of this argument. 
“Just as one who had his portrait 
taken would not relish seeing it 
published by others, so a commer- 
cial client, attempting to attract cus- 
tomers to his product by means of 
a picture, would not relish seeing 
others trying to attract customers 
by means of the same picture. We 
all know that novelty and imagina- 
tion are two of the most important 
requirements of good advertising.” 

Then in its dismissal of the action 
the Federal court added, “There is 
a general rule of law that a photog- 
rapher employed to take a picture 
of a client retains no rights in the 
picture after delivery except such 
as are expressly reserved.” 


> One of the first instances in which 
controversy came before the courts 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 


Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 


quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


QUANTITY 


Copy negatives of your prints, $1.65 


per negative. 
prices on request. 


Samples, other sizes, 


MAJOR PHOTO Co. 


Commercial Photographers 
1210 N. Clark Street * Chicago 10, Illinols 


Dept. M-3 . 


Telephone 


MI chigan 2-5651 


Ideas J for Your 


Advertising Requirements 


Tips on saving time and money and how 
to achieve special effects are incorporated 
in new RCS price lists for offset printing, 
photography, and photostats. 


] Printing Tips and Plano Price List shows 
how to plan and prepare copy for off- 


set production. 


[] Stunts With ‘Stats is a valuable aid to 
the graphic arts production. 


| The Phote Price List covers visual aids, 
display, and industrial uses. 


Ce 


Please send FREE folders to: 


Company 
Address 


: Check your inter- 
: ests above and 
: send this couponed 
: ad for FREE copies. 


: RCS is no cure-all, 
: but serves a wide 
: range of clients, 
: large and 
* across the nation. 


small, 


: Let these folders 
: show you 
* RCS can do for 
® you! 


what 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, IIlinols 


March 
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occurred in an action nearly three 
quarters of a century ago, brought 
by the subject of a picture for an 
injunction to restrain an English 
photographer “from selling or offer- 
ing for sale or exposing by way of 
advertisement or otherwise a cer- 
tain photograph of the plaintiff got 
up as a Christmas card, and from 
selling or exposing for sale or 
otherwise dealing with such photo- 
graph.” 

In granting this injunction the 
court said, “The question therefore 
is whether a photographer who has 
been employed by a customer to 
take his or her portrait is justified 
in striking off copies of such photo- 
graph for his own use, selling and 
disposing of them or publicly ex- 
hibiting them by way of advertise- 
ment or otherwise, without the au- 
thority of such customer, either ex- 
press or implied. 

“IT say ‘express or implied’ be- 
cause a photographer is frequently 
allowed, on his own request, to take 
a photograph of a person under cir- 
cumstances in which a subsequent 
sale by him must have been in the 
contemplation of both parties, 
though not actually mentioned. To 
the question thus put my answer 
is in the negative, that a photogra- 
pher is not justified in so doing. 

“Where a person obtains informa- 
tion in the course of a confidential 
employment, the law does not per- 
mit him to make any improper use 
of the information so obtained; and 
an injunction is granted, if neces- 
sary, to restrain such use; 
instance, to 


as for 
restrain a clerk from 
disclosing his master’s accounts or 
an attorney from making known his 


P__soon fouun | 


Controversial Pictures . 


PRIZES! 
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client’s affairs, learned in the course 
of such employment. 

“Again the law is clear that a 
breach of contract, whether express 
or implied, can be restrained by in- 
junction. In my opinion the case of 
the photographer comes within the 
principles upon which both these 
classes of cases depend. The object 
for which he is employed and paid 
is to supply his customer with a re- 
quired number of printed photo- 
graphs of a given subject. For this 
purpose the negative copies can be 
printed in much larger numbers 
than are generally required by the 
customer. 

“The customer who sits for the 
negative thus puts the power of re- 
producing the object in the hands 
of the photographer and in my 
opinion the photographer who uses 
the negative to produce other copies 
for his own use without authority, 
is abusing the power confidentially 
placed in his hands merely for the 
purpose of supplying the customer. 

“And further, I hold that the bar- 
gain between the customer and the 
photographer includes by implica- 
tion an agreement that the prints 
taken from the negative are to be 
appropriated to the use of the cus- 
tomer only.” 

This statement the court supple- 
mented with the conclusion, “It may 
be said that in the present case the 
property in the glass negative is in 
the photographer and that he is 
only using his own property for a 
lawful purpose. But it is not a law- 
ful purpose to employ it either in 
breach of faith or in breach of con- 
fidence.” 


> In a decision two years later the 


PRIZES! 
Caption This Picture 


WIN A LIFETIME SUPPLY OF PERCALE SHEETS 


one 


° NOMA ecmencie nad ae.t & 
THE SPRINGS COTTON MILLS 
Bee 110, Ones. A annester. Smusth Copcbone 


. . The model posed for the picture used in the ad on the left, 


but sued when the version on the right was used. The case is still before the court. 





SHOWMANSHIP 


The lion tamer is a great showman. As the lion snarls . . . roars . . lunges 
suddenly . . . your heart almost stands still. But the trainer skillfully blends 
these daring touches of excitement with precise control . . . and that’s show- 


ip. 

Because showmanship in a printed piece calls for the same blend of control 
and excitement, Peninsular controls fibres, sizing, finish and trim in every 
sheet to assure fast, economical, quality printing. And for creative men, 
Peninsular offers imagination in colors and textures to provide the touch 
of excitement. 

This advertisement is printed on 50 lb. Peninsular Orkid Cover . . . an 
inexpensive stock that hers quality appearance and a full range of nine 
brilliant colors, plus white. 


PENI as UL AR : TUSCAN COVER e ECONOMY COVER © ORKID COVER 


. @ DUPLEX COVER @ BERMUDA DUPLEX e@ ZAMORA 
cover stock specialists now in our 90th year ' COVER @ PAB COVER @ TWIN TONE COVER e@ BRIL- 
' LIANT WHITE @ WOLVERINE COVER @ ANGELO TEXT 


PENINSULAR PAPER COMPANY ~ YPSILANTI, MICHIGAN 








law of this English case was fol- 
lowed by the Supreme Court of 
Minnesota in a suit brought against 
a photographer for furnishing 
others with photographs without 
the permission of the customer. 

“The object for which the photog- 
rapher was employed and _ paid,” 
said that court, “was to make and 
furnish the customer with a certain 
number of photographs of herself. 
To do this a negative was taken 
upon glass and from this negative 
the photographs ordered were 
printed. 

“An almost unlimited number 
might also be printed from the neg- 
ative but the contract between the 
photographer and the customer in- 
cluded, by implication, an agree- 
ment that the negative for which 
the customer sat, should only be 
used for the printing of such pic- 
tures as she might order or author- 
ize. 


better printing for you. Call or write 


> This ruling, that the ownership or 
at least the right to the possession of 
the negative remains in the photog- 
rapher, became a feature of the de- 
cision of another and recent lawsuit 
of this character in the New York 
courts. 

After the photographs had been 
made in this instance the customer 
had demanded the negatives, which 
the photographer refused to sur- 
render. In its determination of this 
phase of the action brought for the 
possession of the negatives the New 
York court, against the background 
of this earlier law, turned like the 
twisting plover. 


. ‘taint so, mister! We know! We're serving many 


WITH HIGH QUALITY PRINTING? 


WHO SAID HIGH COST GOES 
ARROW LITHOGRAPHING COMPANY 


satisfied buyers who have found that Arrow answers all 
A division of Arrow Photo Copy Co. 


their printing needs on quality, service and price. 
And ask us for a quotation on your current printing job. 
414 South State Street * Chicago 5, Illinois 


See for yourself how Arrow's graphic arts back- 
ground makes better negatives and printing plates 


today for a Brochure of Printing Samples. 


Repeat orders prove it! 


possible. Result. . . 


“There is nothing inconsistent 
with proprietary rights in the cus- 
tomer and the holding that the cus- 
tody of the plates should remain 
with the photographers,” said the 
court. “This view would seem to 
represent the expectation of the 
parties in the absence of any spe- 
cial agreement to the contrary. 

“There are indications in some of 
the decisions, although no definite 
adjudication on the subject, that 
the photographer has the right to 
retain the custody of the negatives.” 


> This statement the court sup- CRESCENT , 

ported with a reference to that early LS , , 
English decision, adding, “We hold MAT BOARD ag bbdnanetece:? OM 
therefore, that where a customer + 

employs a photographer to make m a a 
pictures of him, the photographer vies . and presentations. Over 50 beautiful 
in the absence of an agreement to nut- : / 


the contrary, has the right to retain ° ere) Cole we tile mm Cle 
the negatives. He may not, however, 


make use of the negative without chell 


the permission of the customer. 


HArrison 7-9515 


award winning art directors 


for matting stand-out layouts 


> However, in another case before CHICAGO CARDBOARD CO. 
the courts of that state two years 1240 N. Homan Ave., Chicago 51, lil. 
. continued on page 76 
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New Kodak Print Material widens 


Now photographers can shoot with a freer hand. 


Art directors can cut sketching chores. 


Clients can be shown accurate comprehensives. 


A whole new avenue of possibilities 
opens up to advertisers with Kodak’s new 
Color Print Material, Type C, and Kodak 
Ektacolor or Kodacolor Film. 


With the convenience of smaller nega- 
tives, the photographer takes all the ex- 
posures he needs in order to capture that 


exactly-right picture. He can print up 


groups of these negatives on sheets of 


Type C—give the art director a wide 
choice of “takes.” Then prints of any 
desired size can be made for comprehen- 


sive layouts and for reproduction—prints 


with the fine detail and sharpness that are 
sure to make an engraver cheer. 

With Type C Color Material, work is 
handled with the freedom of black-and- 
white. It is a negative-positive system— 
can be enlarged with sharp resolution, 
processed with accuracy of color, yet with 
opportunity for considerable local control. 

Type C is an important contribution to 
the craftsmanship of creative people. It is 
another way photography is improving 
work, saving time and reducing costs in 
sales and advertising. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


What you can get with Type C Color Material 


Many shots can be 
proved on a single 
Type C sheet—it’s 
easier to make 

a choice. 


Comprehensives now can have color prints 
rather than sketches that take so much art time. 


Color in the salesman’s portfolios adds life and 


realism to his presentations. 
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usefulness of color photography 
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Swim suits, soft drinks, ships, sealing wax—everything sells faster with color. 
Type C prints cut color cost—make possible displays as large as 40" x 60". 


Here are some of the ways Photography helps build sales: 


Pians and Presentations—Slide films— pamphlets—Plant and product photos. 


Movies—Easel presentations—Portfolios. Sales Training and Service—Salesmen’s 


Advertisements— Illustrations for magazines— portfolios and bulletins—Stills—Slides 
Newspapers—Direct mail—Sales and service Movies—lInstallation and service manuals 
literature—Calendars—Car cards—Billboards. Customers’ instruction books. 


Market Research—Product application photos Television Production—Set Backgrounds 
—Customers’ buying habits—Displays—Merchan- —Spot commercials—Animation. 


dising ideas—Photocopying charts and reports. Printed Production—Illustrations 


Packaging—Product pictures—Labels— Transparencies—Photoengraving—Photocopying. 
**How to” explanations—Photo lettering— 
Photo composition. 


Would you like our 
Public Relations—Stockholder notices booklet ‘Photography 


Employee papers—lInstitutional movies—House in Marketing”? It’s 
Merchandising—Displays—Background organs—News releases—Slide films. 
photos—Jumbo cutouts—Installation or 
application photos Demonstrations. 


free—just drop a line 
Administration—Ofiice layout plans— to Eastman Kodak 


Progress reports—Ofhice copying—Microfilming Company, Rochester 
Trade Shows—Background murals—Motion of records for storing 


Miniature prints of ads 
pictures—Slide films—Descriptive booklets and for schedule boards. 


must be descriptive — 


PHOTOGRAPH) does the job 
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before, suit had been brought for 
damages and an injunction against 
the sale by a photographer of the 
picture of a dog for use by an ad- 
vertising agency. There had been no 
agreement whatever between the 
dog owner and the photographer. 
The pictures had been made as or- 
dered, delivered and paid for. 

In granting this injunction the 
court asserted in that instance, “It is 
well settled that the relationship 
between a photographer and his 
customer is that of employe and 
employer. A contract exists between 
them which grants to the customer 
all proprietary rights in the nega- 
tive and in the photographs pur- 
chased by the customer. The ordi- 
nary contract between a photogra- 
pher and his customer is a contract 
of employment. The conception as 
well as the production of the photo- 
graph is work done for the customer 
and they, not their employe, are the 
exclusive owners of all proprietary 
rights.” 


> In a lawsuit occurring the follow- 
ing year an attack was made by 
a photographer on this decision in 
an attempt to distinguish between 
the definition of “proprietary rights” 
and ownership. 

Here a photographer had made 
pictures of Tibetan art objects of a 
customer and later had refused to 
surrender possession of the 422 neg- 
atives which had been entrusted to 
him for the production of these pic- 
tures. 

“It is settled law,” asserted the 
court in the decision of this lawsuit, 
“that the relationship between pho- 
tographer and customer is that of 
employe and employer, respectively, 
and there exists a contract between 
them whereby the customer obtains 
all proprietary rights in the nega- 
tives and in the photographs fur- 
nished by him. 

“The conception as well as the 
production of the photograph is 
work done for the customer and 
they, not their employe, are exclu- 
sive owners of all proprietary rights. 
The photographer in this case sub- 
scribes to this principle of law but 
he draws a distinction between 
‘proprietary rights’ and ‘ownership’ 
and argues that the courts recog- 
nize ownership of the negative in 
the photographer entitling him to 
right of possession as a legitimate 
part of his business to enable him 
to fill reorders of photographs, 
otherwise the courts would have 
said specifically that the customer 
owns and is entitled to possession of 
the negative, instead of holding that 
the customer has only proprietary 
rights in it. 

“The words ‘proprietary’ and 
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‘ownership’ are synonymous and do 
not admit a distinction sought to be 
drawn by this photographer. Own- 
ership implies the right of posses- 
sion and possession, in law, is the 
physical control of the thing which 
belongs of right to unqualified own- 
ership in such a manner as to ex- 
clude control by other persons. 

“An employe’s possession of his 
employer’s property, by permission, 
is lawful, but it is not legal posses- 
sion in the sense that term is used 
in contrast to mere physical posses- 
sion, without any right of owner- 
ship. 

“In the absence of a showing by 
an employe that he was given un- 
qualified right to have and retain 
possession of his employer’s prop- 
erty, he may not withhold physical 
control of it from his employer, to 
whom belongs the absolute legal 
ownership and right of control.” 


> During the latter years of the last 
century a Federal court summarized 
even more definitely in its decision 
of a controversy of this character, 
the respective rights of a photog- 
rapher and the customer to photo- 
graphic negatives. 

In that instance a well known 


Pamphlet Highlights 
High Speed Movies 


How high speed movies can solve 
engineering problems for industry is 
illustrated in a recent booklet from 
Eastman Kodak Co. Using extra- 
sensitive film and a_ high-speed 
camera, an operator can slow down 
action up to 200 times. This permits 
trained observers to catch trouble 
spots and inefficiencies in operating 
mechanisms and in general to follow 
movements too fast for the eye. 

High Speed Motion Pictures at 
the Service of the Engineer also 
contains data on films for black- 
and-white movies in the visible 
spectrum, in full color and by in- 


photographer in New York City had 
taken several photographs of a 
prominent actress of that time upon 
his own initiative but with her per- 
mission and with an agreement that 
she have as many of the photo- 
graphs as she might wish for her 
own use. One of these photographs 
was copyrighted by the photogra- 
pher and without his consent or the 
consent of the actress was pub- 
lished by the New York World. Suit 
was brought by the photographer 
for the infringement of this copy- 
right and the newspaper set up in 
its defense that the photographer 
had no right, title or interest in the 
photograph he had attempted to 
copyright. 


> In a decision of this action the 
Federal court summarized the law 
as it was then and would seem to 
be today, adopting as a precedent 
the English decision rendered a few 
years before. 

“When a person has a negative 
and photographs made, for pay, in 
the usual course, the work is done 
for the person so procuring it to be 
done and the negative, so far as it is 
a picture, or capable of producing 
pictures of that person, and all pho- 
tographs so made from it, belong 
to that person, and neither the ar- 
tist nor anyone else has any right 
to make pictures from the negative 
or to copy the photographs, if not 
otherwise published, for anyone 
else. 

“But when a person submits him- 
self or herself as a public character, 
to a photographer, for the taking 
of a negative and the making of 
photographs therefrom for the pho- 
tographer, the negative and the 
right to make photographs from it 
belong to him. He is the author and 
proprietor of the photograph and 
may perfect the exclusive right to 
make copies by copyright.” 44 


frared radiation. Facts on lighting, 
speed selection and lenses for the 
Kodak High Speed Camera are in- 
cluded. 


- + + for more details circle 711, page 105 


Color Photo Guide 
Issued by Ansco 


A new handbook of color photog- 
raphy prepared by Ansco, Bing- 
hamton, N.Y., starts with the basics 
on the nature of light and the for- 
mation of color, then progresses to 
such specialized topics as 


© How to apply makeup for color 
portraiture. 


© How to take “daylight and dark” 





How Anaconda Wire & Cable Company 
met an important deadline through .. . 


,: UNITED PRESS 
NATIONWIDE... 


i sade \ N.Y.C. 


<~ PHOTOGRAPHIC 
SERVICE 


\ 
\ 
\ 
\ 
| 
\ 
\ 
\ 
\ 


LOCAL U.P. 
PHOTOGRAPHER, 
ORANGE, CALIF. 


ANACONDA, 
N.Y.C. 


W HEN Anaconda Wire & Cable Company in New York had 
= to prepare a descriptive brochure, largely picture-caption 
treatment, timed to promote the opening of its new, Orange, California plant 
as the “West’s most complete wire and cable service,” getting the right pictures 
from California to New York seemed like a prob lem. That is... until U. P.’s 
Commercial Photography Division entered the picture. 

A phone call by Anaconda Wire & Cable Company in New York to U. P. in 
New York, followed by a meeting with U. P.’s representative, arranged for 
aerial, architectural, industrial and interpretive human interest photos to be 
taken in California by an experienced local U. P. photographer. Within a few 
days Anaconda in New York had the needed photographs of its new California 
plant and equipment in action (some are shown at left). 

From these photographs an outstanding 24 page brochure was completed 
on time at reasonable cost and with no headaches for Anaconda . . . and the 
same photographs are available for advertisements, news releases, bulletins, 
direct mail, salesmen’s kits, house organ stories and the 
report. 

If you need fast, economical, accurate photography. in black and white or 
color, U. P.’s nation-wide staff of photographers is ready to serve you anywhere, 
anytime. Just fill out the handy coupon below to obtain complete information 


about this or any of the other economical services of the commercial Photog- 
raphy Division of the United Press. 


forthcoming annual 


Harlow M. Church, Director 
COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS ASSOCIATIONS 
461 Eighth Avenue, New York |, New York 


Please send me complete information, including costs, about the 
services checked: 


Pictorial Research Reports [_] Photographic assignments 
| Location and publicity photography Stock photographs 
[] Advertising and studio photography 


Name 
Title 
Company 
Address 
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VISI-GRAPH FLANNELBOARDS 
BUILD A PICTURE STORY 
AS YOU TALK 


Visi-graph Flannelboards and ‘“"Self-Stik"’ 
paper make preparing charts, signs or mes- 
sages a cinch! You'll get dynamic visual 
presentations for sales campaigns, dealer 
meetings, safety or educational talks. 


Floor Model as illustrated 36” x 48” 
Desk Model with wire easel 36” x 48” 
Visi-graph Self-Stik backing sheets, 15” x 20”, 
for preparing signs Price per doz. $7.20 


Write for catalog 678 with complete line of 
desk, floor and carrying case models. 


The Ohio Flock-Cote Co. 


713 Euclid Ave. Cleveland 3, Ohio 


Every Monday, tersely reported, 
all that’s new concerning adver- 
tising, marketing, merchandis- 
ing, sales promotion, research, 
media, copy, art, typography, 
television, radio, etc.—in Adver- 
tising Age, The National News- 
paper of Marketing, the most 
widely read of all publications 
dealing with advertising and 
selling. One year’s subscription 
—52 idea-packed issues — only 
$3, which is less than 6c per 
week. Mail coupon below for 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11 
Enter my 1-year (52 issues) trial order 


for only $3. I must be satisfied or my 
money back. 


NAME 


color pictures outdoors, using a 
combination of daylight and artifi- 
cial light, by a novel double-ex- 
posure technique. 


© How to use reflectors and syn- 
chro-sun flash lighting to control 
contrast and color reproduction. 

The book, 88 pages long, has com- 
plete chapters devoted to hints for 
getting correct exposure and for 
using exposure meters and guides. 
Diagrams and charts give suggested 
lighting arrangements for indoor 
portraiture with two, three and 
four-lamp setups. Other chapters 
list the latest official Ansco filter 
recommendations and_ suggestions 
for processing Anscochrome Film 
for exposure indexes as high as 125, 
four times the normal recommended 
speed. 

Priced at 75c a copy, it is available 
at photo shops or directly from 
Ansco, Binghamton, N.Y. a4 


Chrysler Builds Own ‘‘Sky’”’ 
For Viewing New Models 


An artificial cloudless “sky” that 
duplicates glareless north light has 
been built to order for Chrysler 
Corp.’s styling showroom in Detroit. 
Announcing the addition to the 
company’s engineering facilities, 
Chrysler pointed out that auto de- 
signers require such outdoor light- 
ing conditions every working day 
for studying proposed lines and 
colors of newly styled cars. Its engi- 


. 


neers created a unique parabolic 
ceiling, back-lighted by 1,209 
fluorescent tubes, which runs the 
length of the 110’ long showroom 
and follow the parabola down one 
side of the room. 

“By a flick of a switch, we can 
duplicate—as closely as man is able 
—the lighting effects of a bright 
day,” said Virgil M. Exner, direc- 
tor of styling. “Previously, when 
design ideas had reached the model 
stage the cars had to be viewed in 
outdoor settings because of the im- 
portance of the light factor. This 
work was disrupted and delayed 
frequently by inclement weather.” 

Like a band shell, the ceiling—or 
roof—starts at the floor, becomes 
part of a wall, then curves near the 
top and extends flat for the rest of 
its length. 

“The curve, or parabola, of the 
ceiling bends light rays in such a 
way that they surround all objects 
in the room,” Exner explained. 
“That is what the sky does as it 
meets the horizon. A flat ceiling 
tends to dampen light.” 

The showroom is used to study 
clay models of new cars as they 
come from the adjoining modeling 
rooms. The shadow-proof lighting 
reportedly makes every line of the 
car visible and thus aids designers 
in determining what specific modi- 
fications are needed to improve 
the over-all appearance while the 
automobiles are still in the planning 
stage. «4 


Man-Made Sky . . 
with horizon, to provide glareless, shadowless light for its car designers. In new 
parabola-shaped showroom they can view clay models of new styles under lighting 
that duplicates outdoor brilliance. Fluorescent tubes, 1,209 in all, provide illumination 
behind translucent plastic ceiling. 


COMPANY . Chrysler engineers designed a cloudless artificial sky, complete 


STREET 


CITY z 
$3 enclose [) Bill me 


0 


STATE 
-] Bill firm 


March 1957 





By Russell C. Mock 
Radio-Television Director 
Wheeler, Kight and Gainey Inc. 
Columbus 


Most people think of their neigh- 
borhood shopping center as a string 
of stores that suddenly popped up 
on the Old Jones Place after the 
war. From the standpoint of men 
like Don M. Casto Sr., and Don M. 
Casto Jr., among the nation’s lead- 
ing center developers, shopping cen- 
ters are a big and complex industry 

. if not a merchandising science. 

So when they set out to wrap up 
the shopping center story in a neat 
package with a ribbon around it, the 
choice of a medium was a real 
problem. Motion picture film was 
selected as ideal . . . it has every- 
thing a center has: color, move- 
ment, and drama. But it also has a 
price tag of no mean proportions, 
even at best. 


>’ The average costs of $1,000 to 
$1,500 a screen minute were out of 
proportion to their requirements, 
but the Castos . . . who think noth- 
ing of leveling a mountain or di- 
verting a river to make room for a 
center . . . decided there must be 


Making Movies 
on a 


Low Budget 


Knowledge, ability, and imagination 


can help to substitute for dollars in mo- 


tion picture production, even when 


you use an outside producer. 


more than one way to do the job. So 
they dumped the whole problem 
into the collective lap of their pub- 
lic relations department and us here 
at Wheeler, Kight and Gainey. 
“Let’s put some good old common 
sense to work,” they said, “and 
come up with a film that looks like 
Hollywood, but costs like home 
movies.” We did . . . and it worked. 
And the job was done at just slight- 
ly more than half the lowest cost 
quoted by various major producers. 
We had produced a modest num- 
ber of 20-second and one-minute 
television film commercials for cli- 
ents in various fields, but frankly 
had never turned our hand at any- 
thing like a “two-reeler,”’ complete 
with all the fixin’s. It sounded like 
a challenge. By the time the film 
was “in the can,’ we knew we 
hadn’t guessed wrong on this point. 
But in looking back over the job 
which spanned 18 months of 
on-and-off-again shooting while 
two complete centers were followed 
through from ground breaking to 
grand opening . . . we can chalk up 
a long list of profitable lessons. By 
hiring a major producer, you’re re- 
lieved of these problems — and you 


pay the price accordingly. 


> Turning out a motion picture isn’t 
a great deal different from putting 
together any other sizable job like a 
catalog or directory, but there are 
lots of new problems like musicians’ 
unions and music releases, and a lot 
of new terms to worry about. How- 
ever, the job is still basically a 
matter of organization, close client 
liaison and imagination. 

Just like most products that come 
to the user as a finished job, there 
is a lot of work and production 
steps completely hidden behind the 
scenes. Here, step by step and item 
by item, are some of the things 
you'll be faced with should you be- 
come involved in a motion picture 


job. 


> First, of course, comes the photog- 
raphy itself. This may be live or 
done on an animation stand, or may 
be a combination of both. 

When the “picture taking” is fin- 
ished, the first “laboratory” step is 
made a work print. A work 
print is just what the name implies 
... a print of the original footage 
which can be worked on. 


Audio & Visual Aids © 79 





(ae A ne OS EE ELS 


WANT TO GET 
YOUR FACTS ACROSS? 


Artful 
chart presentations bring 
cold statistics alive 


The Chartmakers, Inc. 


COMPLETE VISUAL SERVICE 


VISUAL AIDS FOR: Holding a Mecting 
Lining up a Promotion ~ Selling a 
Product or Idea - Training Dealers or 


Employces - Interpreting Statistics 


480 LEXINGTON AVENUE, N.Y. 17 
MUrray Hill 8-2760 


MORE WITH A 


Ve. iz, * 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 


As each sheet is viewed, it is 
“lipped over the top. Special con 
struction allows all sheets to lie 
perfectly flat without expensive 
clo'h hinging. Loose ieaf. 

Simply lift Viewmaster by the 
front cover and the automatic 
easel sets it up firmly. 

Carried in stock in four sizes. 


SEND For Full Line Folder 


1708 W. Washington, Chicago 12 
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This print and the original are 
“edge numbered.” These little num- 
bers .. . one each foot . . . are used 
to guide the editor in matching the 
original to the by-then-edited work 
print. The original is filed away and 
should never be projected lest it be 
scratched or otherwise damaged. 


>» Because of this angle, it is impor- 
tant to impress upon your client 
that what he will see for approval 
is a black-and-white “rough proof” 
of his film whether you’re shooting 
in color or black and white. If he 
insists on seeing color, you must 
either have the producer figure in 
the cost of a color work print, or 
show a few “typical” sequences 
from discarded footage. 

Once the work print is made, the 
editor begins assembling it into a 
rough version of the ultimate film. 
Scenes are put in order, timed and 
indicated for the various “optical” 
effects that will be used as transi- 
tions from one scene to the next. 
A good editor uses effects sparingly, 
and only when they serve a pur- 
pose . .. a dissolve indicates the 
passing of time or ties together 
scenes which are very closely re- 
lated. A fade-out/fade-in closes a 
portion of the story and opens an- 
other, and wipes (one scene push- 
ing the last one off the screen, or 
ballooning out of a pinpoint to fill 
the whole screen) are another type 
of transition. 

Once the work print is completed 
and accepted, the original footage 
is “matched” to the work print 
frame by frame and set up in a 
checkerboard pattern of “A” and 
“B” rolls, first a sequence, then 
opaque leader, then a sequence, etc. 
The other “roll” matches the first 
one frame for frame, but in reverse 
order of sequence and leader. This 
is a mechanical means of obtaining 
optical effects and of hiding splices 
in the release print. The print stock 
is run through the printer three 
times . . . once printing the “A” roll, 
once printing the “B” roll, and last- 
ly to print the sound track. 


> Knowledge of the mechanics of 
motion picture production is handy 
for the agency person involved in 
turning out a film, but it is the pro- 
ducer’s business to actually do the 
job. 

We shopped around in the Co- 
lumbus area for a producer who 
seemed equipped and _ staffed to 
handle a job of the scope we had. 
After various auditions and discus- 
sions, we selected the firm that we 
had worked with in the past on tv 
commercials, National Programming 
Service. These people had never 
before done anything except com- 


mercials, but had the staff and fa- 
cilities to do the job. 

After we selected the producer 
we made our first mistake, and that 
was in not listening to him when 
he told us that we were all heading 
for grief if we started production 
with the rough script and shot out- 
line supplied by the client. 

We thought it all looked pretty 
clear, and it was. But we soon dis- 
covered that by not having a firm, 
absolutely buttoned-down script 
before starting to shoot, we were 
called upon to “run out and get a 
shot of so-and-so,” and “well, now 
that I see that on the screen, maybe 
we'd better leave it out.” As a re- 
sult we wasted thousands of feet of 
film, hour upon hour of time and 
many, many dollars. 


> While we recognized this basic 
problem, we underestimated it. We 
did not sufficiently impress the cli- 
ent with how costly changes are, 
once the film is under way. Later, 
realizing we had not been firm 
enough, we went along with after- 
thought following after-thought. 

This not only wasted thousands 
of feet of film and hundreds of dol- 
lars, but made maintenance of con- 
tinuity difficult. A motion picture 
is an integrated thing . . . from start 
of shooting to the “finis” title, and 
even changes in the early stages 
can cause problems. 

With a firm and final script you 
can work with your producer on 
getting a pretty close estimate of 
the time the job should take . . . at 
least on the part of your man. We 
based our price on this estimate, 
and agreed upon an hourly or daily 
charge should additional time be 
required, due to “author’s altera- 
tions.” However, we failed to set 
any sort of time limit from a calen- 
dar standpoint. As a result, we were 
not in a position to argue against 
seemingly needless delays that ac- 
tually added several months to our 
over-all production schedule. 


> Let’s take the job in order. The 
script comes first, and can be done 
by a professional motion picture 
writer (this costs money), or by 
someone in your own shop who has 
a flair for the dramatic, who can 
visualize the event on the screen, 
and who either knows or can learn 
some of the mechanical side of mo- 
tion picture production. 

Here’s just a handy suggestion for 
the neophyte movie narrative writ- 
er: Don’t be afraid of a little “dead 
air,’ and supplement the picture 
rather than tell the audience what 
they’re seeing. If the picture was 
worth putting on the screen, it’s 

- continued on page 80B 








probably self-explanatory ... and 
if it was worth screening, give the 
audience a few seconds to look at 
it in peace and quiet. There’s a dif- 
ference between a radio script and a 
movie narrative! 


> Chances are the reason you, as 
an agency, are called in on a mo- 
tion picture problem is to help save 
a little money. If that’s the case, 
you'll do what we did shop 
around for the small or medium 
sized producer, the one- or two- 
man organization with plenty of 
know-how, ingenuity, good contract 
arrangements with specialized labo- 
ratories, and not much overhead. 
Air conditioned foyers, employe 
recreation rooms and_ radio-dis- 
patched station wagons do not pro- 
duce a film. 

On the other hand, be careful of 
the corner portrait studio or the 
“guy down in the coffee shop who 
took some marvelous pictures up in 
Canada last summer.” Probably 
neither of them knows any more 
about movies than what the instruc- 
tion book that came with their cam- 
era told them. At least 75°; of what 
it takes to lift a film out of the “isn’t 
that a sharp picture” class into the 
motion picture class is done in the 
editing room, in the sound studios 
and in the laboratories. 


’ A look at what the producer has 
already done is about the safest way 
to pick a producer. But faith is im- 
portant, too. If your prospective 
producer is backing up his enthusi- 
asm with honest knowledge, per- 
haps it’s worth the gamble. Al- 
though the standard method of pay- 
ing for a film is 1/3, 1/3 and 1/3 
(one third with the agreement to 
go ahead, one third upon acceptance 
of the “scratch prints” and one third 
upon delivery of the finished job) 


On Location ... 
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the financial stability of your pro- 
ducer is important. Sometimes a 
film can take a long time to finish, 
and you want to know he'll be 
around at the end of the job. 


> After the haggling over scripts, 
production facilities, price and time 
limits, there finally comes that mag- 
ic moment when the director says: 
“Camera!” A minute’s pause. The 
cameraman says: “Speed!” Clap 
sticks in front of the lens... you’re 
grinding at last. 

We found that assigning the en- 
tire film to a single person in the 
agency kept it well coordinated and 
made it one man’s “baby”! Every- 
one thinks he’s a producer. Pretty 
soon even the mailman has an idea 

. “why we took some stuff down 
at the beach last year that . 

Further, a film is a “whole.” The 
same mood must be felt throughout. 
It must reflect just what the writer 
had in his mind if it is to communi- 
cate. Here’s where the agency can 
make up the major deficiency that’s 
usually found in most small film or- 
ganizations — imaginative direction. 

Put your man in as camera and 
talent director. He knows exactly 
what he wants, and what he sees 
through the camera view-finder is 
like seeing a comprehensive layout 
on a four-color ad. The merest shift 
of camera position changes the 
whole mood of the sequence. A 
traffic scene, for instance, shot from 
a high tower, is not very “busy.” 
Put the camera between the traffic 
lanes just a few inches off the 
ground and just inches from the 
moving cars, and you've got excite- 
ment. 


> Everyone’s heard that good pic- 
tures are made in the editing room. 
Truly the editor can make or break 
the entire project. Editing should 


Using the client’s equipment the camera gets a bird’s eye view of a 
busy street scene. Police cooperation was helpful in getting the best shots. 


not be confused with “splicing.” 
Editing gives the film motion and 
direction, spans time or shifts lo- 
cation, adds excitement, suspense 
and drama. Just as you must satisfy 
yourself that your producer has 
competent camera people, be sure 
he has a knowledgeable, imagina- 
tive editorial staff. Sometimes cam- 
eraman and editor are one and the 
same person other times the 
camera artist is lost at the splicing 
block and synchronizer. The editor’s 
job is to know the uses of the dis- 
solve, the fade and the other “opti- 
cals” that are used as transitions, 
and he must know laboratory print- 
ing techniques and standards. 


> Music and sound effects are the 
finishing touches . . . the little “ex- 
tras” that help to pace and set the 
mood of the entire production. We 
weren't into “East Side, West Side” 
very far when we discovered that 
you cannot be too thorough in 
checking out your music. We 
planned to use “Sidewalks of New 
York” for our “head” and “tail” 
music. We checked, and_ sure 
enough, it’s in the public domain. 
What we didn’t check completely 
was the availability of a recorded 
version that was cleared for films. 
We contacted James Petrillo him- 
self before we finally found a solu- 
tion to the problem that no film 
music library contained an orches- 
tral version of the piece. 

There are vast libraries of “mood” 
music available. Or you can spend 
several hundred dollars and have 
an original score composed and re- 
corded. We compromised by utiliz- 
ing a solo organ and recording the 
score on regular %4” tape for the 
lab to mix with the narration. 

There is also a large variety of 
good “canned” sound effects which 
can be integrated into your film... 
traffic sounds, machinery, etc. can 
usually be “dubbed” with excellent 
results. However, where close-ups 
are involved the lack cf synchroni- 
zation is more likely to be detected. 

We solved this problem by going 
out with an ordinary tape recorder 
and a stop watch and recording 
trucks and machines in dealers’ lots 
going through the same motions as 
those on our film. The results are 
excellent, and we avoided the prob- 
lem of synchronized sound and film 
equipment in the field. 


>» Only a relatively small number of 
producers have their own sound 
stages, audio labs and processing 
setups. Most use large contract or- 
ganizations. These firms take over 
to “wrap up” your film. You can 
utilize them to edit and add sound, 
print and process .. . or for any one 





or a combination of these services. 
There are several such organiza- 
tions all over the country, but your 
producer probably has established 
contacts with them, and they really 
fall into his realm of activity. 


> The distribution of sponsored films 
is a highly specialized area. The 
outlets for films, naturally, vary ac- 
cording to the nature of the subject 
matter. With “East Side, West 
Side,” we were not faced with the 
problem of broad distribution. The 
film was made basically to fill a 
very definite need for the Casto or- 
ganization .. . that of showing the 
scope of their operation to groups 
such as prospective tenants, banks 
and lending institutions, zoning 
boards and finally public groups in 
the more-or-less well defined areas 
served by a particular center. 

As a result, the prints are usually 
projected by a member of the Casto 
public relations staff, and are part 
of a presentation more usually than 
a presentation by themselves. 

However, if you are contemplat- 
ing a film of a more general nature, 
full investigation not only of po- 
tential audiences, but of ways to 
reach them, should be among the 
earliest considerations. 


> All in all, the advertising agency 
can play a vital role in a client’s 
motion picture activity . . . whether 
it involves one film or an entire 
schedule. Films are, after all, just 
one more medium of communica- 
tion. Without question they are a 
specialized area, but so are business 
paper ads, consumer ads, catalogs 
and direct mail. 

You can realize savings for your 
clients, too, just as we did, by uti- 
lizing readily-available talent fa- 
cilities and combining your own re- 
sources with those of the producer 
Our own writers, art staff and pro- 
duction people filled in the gaps in 
the producer’s organization, and our 
own writer took over as producer- 
director of the entire project. 

But the most important of all ele- 
ments in a film project are complete 
and thorough advance planning and 
just plain common sense. When 
money is a factor, it’s not always 
necessary to “cut corners” in con- 
tent or to compromise quality. A 
little imagination will pay off in far 
bigger savings. 44 


New Viewlex Projector 
Offers More Automation 


A new projector unit engineered 
by Viewlex Inc., Long Island, N.Y., 
offers projection operators more au- 
tomation than ever before, according 
to the company. 


Here's the newest thing in unusual identification badges for your sales 
meetings and conventions. It's FASSON Convention Badge Stock. All you 
do is peel off the protective backing and press the badge on your lapel... 
no bothersome pins, snaps or expensive holders required. The unique ad- 
hesive adheres to any kind of cloth but comes off easily without harming 


clothing. 


We'll be glad to send you samples of identification badges printed on 
FASSON Convention Badge Stock, sizes and prices. 


Mail Coupon Today. Nothing to lose, much to gain! 


FASSON FASSON DIVISION OF AVERY PAPER COMPANY 
260 Chester Street, Painesville, Ohio 
PRODUCTS 


} Send me more information 
about FASSON Convention Badge Stock. 


KFASSOri 


DIVISION OF AVERY PAPER CO. 


I cstticinscerit seca — 


Company - 





Sales Offices in 

Boston Miami 

Chicago New York 
Cleveland Oakland, Calif. : 
Detroit Philadelphia City — 


Street —____ 
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The new equipment is called 
“Powermatic” and is reported to 
have several new automatic fea- 
tures including: 


® Built-in room light control that 
automatically turns off room lights 
when projector is turned on. 


® Remote operating control that 
permits slide changes from across 
the room. 


@® Timer override button that se- 
lects new slides at will. 


The projector uses 500-watt il- 
lumination and features a “magic 
shutter gate” that enables slide 
changes without visible movement 
or white flashes on the screen. 

Price of the Powermatic is $119.50 
including a carrying case, and six 
slide trays. 44 


‘Mellerdrama’ Booklet 
Promotes Irish Tape 


If you've a taste for “Horse 
Oprys” and an interest in magnetic 
recording tape, you'll like a novel 
little 4142x234” booklet released by 
ORRadio Industries Inc., Opelika, 
Ala. 

The booklet is titled the “7 Old- 
Fashioned Villains of Tape Record- 
ing . . . and how they were foiled” 
and stars the following dastardly 
characters: 


@ “Oxenscheid,” the Oxide Shedder 
e “Wearhead,” the Head Wearer 


e “Frickenshaw,” the 
Discriminator 


Frequency 


e “Noysenhiss,”’ the Noise Gener- 
ator 


e “Dropofsky,” the Drop-Out Art- 
ist 


e “‘Pringlethorpe,” the Print- 
Through Bug 


e “Brattleby,” the Embrittler 


After having introduced all the 
above characters and _ described 
their nauseous doings, the booklet 
goes on to say, “Then all the 7 old- 
fashioned villains would get to- 
gether and chortle with fiendish glee 
as they listened to ruined tape re- 
cordings and watched gummed-up 
tape recorders.” 

While the reader is still hissing 
through clenched teeth, however, 
the booklet goes on to show how 
better recording and reception (if 
not virtue) triumphs through the 
advantages of the new Irish Ferro- 
Sheen process of tape manufacture 
... thus foiling the villains once and 
for all. 
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The back cover of the “Meller- 
drama” booklet contains a_ di- 
agrammed chart showing the play- 
ing time for various Irish tape 


speeds and tape lengths. 
- . + for more details circle 702, page 105 


Portable Screen Produced 
In Cinemascope Size 


Construction of a 20x40’ projec- 
tion screen that fits into a crate 
just 144” long has been announced 
by Radiant Manufacturing Corp., 
Chicago. 


Called the “Superama,” the 
screen is made of a flame-proof 
fabric and has a lightweight alumi- 
num frame. Assembling time is re- 
ported to be less than two hours. 

The first Superama constructed 
was sold to the Jam Handy organi- 
zation for showing wide-screen 
CinemaScope-type pictures at con- 
ventions and large meetings. 4 4 


Speakers Get Silent Help 
With New Agendascope 


A new concept in speaker aids, 
recently developed by Corcon Inc., 
New York, enables the chairman of 
a meeting to maintain silent con- 
tact with the speaker during the 
time the speaker is at the lectern. 

Called the “Agendascope,” the 
audio-visual aid is an inconspicuous 
device that fits on top of the lectern. 
When the chairman desires contact 
with the speaker he pushes one of 
the six push-buttons on a control 
box he holds, to light up the desired 
message on the Agendascope itself. 

The messages are in large letters, 
six times the size of ordinary type- 
writer type and read: “Speak loud- 
er, please”; “You are too close to 
the microphone”; “You are too far 
from the microphone”; “You have 
five minutes left”; “You have one 
minute left”; and finally, “Sorry, 
your time is up”. 

The device also contains a blank 
panel on which special messages can 
be written to fit a particular speak- 
er’s needs, or the meeting’s demand. 

Since the control panel is con- 


nected by a 25-foot length of cable 
to the Agendascope, the entire unit 
enables an assistant or chairman to 
sit comfortably across the room 
maintaining good control of the 
speaking situation without resorting 
to frantic signals, embarrased “cut- 
ins,” or flurried messengers. 

Complete with carrying case, the 
units is listed retail at a price of 
$98.50. 

Additional information is avail- 
able. 

- . +» for more details circle 703, page 105 


Laminated Film Tape 
Detailed in Bulletin 


Details on laminated magnetic 
tracks for motion picture film are 
available from Minnesota Mining 
and Manufacturing Co., St. Paul, in 
the company’s bulletin No. 33 of its 
“Sound Talk” series. 

Standard track widths and posi- 
tions which can be used with 16mm 
and 8mm movie film using the 
“Scotch” brand magnetic laminate 
system are illustrated in the four- 
page bulletin, plus ten standard 
magnetic recording films made by 
the firm in 16, 17% and 35mm 
widths. 

The laminating process is de- 
scribed in detail as are also the 
physical and magnetic characteris- 
tics of Minnesota’s “Scotch” brand 
No. 121 laminate tape. 

The bulletin is illustrated with a 
series of clear-cut diagrams and 
also includes a list of seven film 
processors throughout the country 


who are equipped to laminate film. 
. . + for more details circle 704, page 105 


Novelist Takes Over 
As Manual Writer 


Novelist and historian Philip Van 
Doren Stern turned out the stream- 
lined copy for a 1957 power mower 
manual—maybe the start of a new 
literary trend in instruction books. 
He took on the assignment for Toro 
Mfg. Co., Minneapolis, which 
wanted a really readable, easily 
understood set of instructions for 
new power mower users. 

The author of The Man Who 
Killed Lincoln and many other pop- 
ular books doubled as photographer 
on the job. Choosing Toro’s 20” 
Whirlwind rotary mower, he re- 
fused, when he started his task, to 
have any company engineers or ex- 
perts explain the workings of the 
machine to him. 

“I purposely approached the sub- 
ject as a man who has only a 
passing acquaintance with power 
mowers—thus avoiding any as- 
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| sumption of prior knowledge on the 


part of the reader.” Later on he 
checked his findings with Toro en- 
gineers. 


Mr. Stern wound up with 18 


| closeups, three line drawings and 


ten pages of pictures, plus text. The 


company has since commissioned | 


him to revise its entire line of in- 
struction manuals. 44 


Cellomatic Process 
Described in Booklet 


An illustrated booklet that de- 
scribes the recently patented Cello- 
matic process of animated projec- 
tion, is available from the Cello- 
matic Corp., New York. 

According to the company, 
Cellomatic process is the only meth- 
od of animated projection other 
than the film variety. It is reported 
to be widely used not only for tele- 
vision production but for audio- 
visual presentations at sales and ad- 
vertising meetings, technical train- 
ing classes, etc. 

Called “The Cellomatic Story,” 
the booklet describes the animation 
process in detail and also includes 
information on allied graphic serv- 
ices. 


. . » for more details circle 705, page 105 


Acetate Tapes 
Speed Chart-Making 


To simplify 
making, 


graph and _ chart- 
American Chart Service 


| Inc., Somerville, Mass., has devel- 


oped self-adhesive acetate fiber 
tapes in various widths, colors and 
designs. The tapes can be rapidly 
applied to almost any surface, and 
the narrower widths can be curved 
with ease, the manufacturer states. 

Tapes come in 15 different colors, 
6 widths and 9 different striped de- 
signs. Widths range from 1/32 to 1”. 
To be able to slit tape to such nar- 
row widths, ACS specified core tub- 
ing made by Anchor Plastics Co., 
Long Island City, N. Y. Since Aero- 
flex is a flexible material, it is not 
broken or damaged when the tape 
rolls are squeezed or abused. ‘44 


Develops Electric Changer 


_ For Manual Projectors 


A new electric changer that can 
convert manual TDC projectors 
now in the field to automatic slide 
projection models has been intro- 
duced by Bell & Howell Co., Chi- 
cago. 

The unit is constructed of light- 
weight die cast aluminum, com- 
plete with a compact electric control 
box, an attached slide changer with 
folding guide arms, a slide tray 
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which accommodates up to 30 slides, 
a remote control switch with push- 
button operation and a 10-ft. cord. 

Any 2x2” slide in glass, metal, or 
cardboard mounts can be handled 
by the changer and showing time 
of each slide is governed by the 
operator’s pressing of the remote 
control switch. 

An additional device called the 
“Robomatic” timer is also available 
for changing the slides auto- 
matically at pre-set intervals. 

Available at photographic deal- 
ers, the TDC Electric Changer re- 
tails for $33.50 and can be attached 
to a variety of manual projectors 
including the “Streamliner,”’ “Model 
D,” “Mainliner,” “Showpak,” “Pro- 
fessional 500,” “Professional 750,” 
and the “Headliner 303” without 
adaptations of any kind. 44 


Seagram Shows Growth 
in Company Film 


To describe the company’s growth 
from its beginnings in 1857 to its 
present-day position, “The House of 
Seagram” is using a wide-screen, 
technicolor film of a documentary 
nature. 

Entitled, “The First 99,” the film 
was designed for showing to execu- 
tives and sales managers of Sea- 
gram distributors. 

Besides the factual recording of 
Seagram’s history, the basic com- 
pany philosophies are outlined as 
they pertain to the manufacture of 
its products and to its selling meth- 
ods. 

Various types of film techniques 
are used in the film including the 
use of newsreel clips to show the 
prohibition period, plus live action 
and imported novel animation tech- 
niques to show the various steps in 
Seagram distillation techniques. 44 


Monthly Bulletin 
Covers Toy Market 


Merchandising, marketing and 
selling of toys are the subjects of a 
monthly newsletter recently started 
by Milt Grey Associates, Beverly 
Hills, Calif. The toy marketeers 
originally published the letter as a 
confidential bulletin to their clients. 
Now the mailing list is being broad- 
ened to include a list of marketing 
executives in the toy and hobby 
fields. 

The letter, according to Mr. Grey, 
will cover everything related to the 
movement of merchandise—“News 
and views, tips and trends on sales 
management, public relations and 
promotion.” Further details are 
available from Milt Grey Associ- 
ates, 9538 Brighton Way, Beverly 
Hills, Calif. 44 
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Entertaining the World in a Tent 


What do you do with 400 distinguished visitors from all over the world? Here's 


how the international editions of Reader's Digest answered this question, 
and here are some of the things they thought of to make the visit a success. 


By George W. Wallace 
Prom. Dir., Intl. Editions, 
Reader's Digest 
Pleasantville, N. Y. 


When the American Assn. of Ad- 
vertising Agencies, at its 1955 an- 
nual meeting, announced plans for 
inviting leading advertising agency 
executives from all over the world 
to the 1956 meeting at the Green- 
brier Hotel, it started us in the in- 
ternational division of Reader’s Di- 
gest to thinking about how we 
might tie in with such an occasion. 
The presence in the United States 
of over 100 advertising agency ex- 
ecutives from 38 countries seemed 
to present an unusual opportunity 
for re-emphasizing the role of 
Reader’s Digest as “the world’s most 
widely read magazine.” 

Even though the 4 A convention 
was nearly a year away, we knew 
that any attempt to provide a pro- 
gram for such a group would take 
a tremendous amount of planning. 
Upon checking with the 4 A’s, we 
discovered that in addition to the 


convention at the Greenbrier, plans 
were also being made for two weeks 
of activities including an official 
visit to the White House, a meeting 
with Mayor Wagner of New York, 
attendance at the Intl. Advertising 
Assn. convention and several parties 
and receptions in the metropolitan 
area. Thanks to the cooperation of 
Fred Gamble and his 4 A staff, we 
were able to put a “hold” on the 
afternoon of May 2. 


> Having committed ourselves to a 
date, we were immediately faced 
with the problem of what kind of 
program we _ should provide. It 
seemed to us from the outset that 
since these foreign visitors would 
be attending two conventions and 
would be taking part in numerous 
business discussions and meetings, 
ours should primarily be a social 
affair. At the same time, we knew 
they would be royally entertained 
in New York and Washington, to 
say nothing of their three-day stay 
at one of the nation’s more elegant 
watering spots, the Greenbrier. Our 


problem was to make our affair 
both distinctive and memorable. 

It didn’t take us long to decide 
that there was perhaps no more dis- 
tinctive or impressive a setting for 
our party than the Reader’s Digest 
itself. The principal editorial, ex- 
ecutive and business offices of the 
Reader’s Digest are housed in a 
Georgian red brick structure set 
amidst spacious lawns and rolling 
hills in Westchester County, some 
40 miles north of New York City. 
The building and the interior decor 
are famous the world over. Al- 
though the location posed transpor- 
tation problems, we felt sure these 


could be licked. 


> After discarding a clambake and 
a barbecue, we finally decided upon 
an “International Buffet”. It was 
obvious that the work would be too 
much for any one person, so we se- 


Keynote Exhibit (above) With a 
world map and all overseas editions, 
this display stood at one end of the tent. 
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lected a “party committee” from the 
Digest staff and began to divide the 


| responsibility for various phases of 


the arrangements. Members of the 
committee included the director of 
the international editions, the ad- 
vertising sales director, the office 
manager, the promotion director 
and others. 

It was early January when we 
really got down to making specific 
plans. As we did, we soon realized 
that in addition to the overseas 


| delegates to the 4A _ convention, 


there were others in the United 
States who might be extremely in- 
terested in attending such an affair. 
These included the members of ex- 
port and international agencies in 
the U. S., the members of the 4A 
international committee, the 4A 
member agencies who were serving 
as “hosts” to the overseas delegates, 
as well as such groups as the Trade 
Fair Advisory Committee, the Intl. 
Chamber of Commerce, the Intl. 


| Advertising Assn. and the advertis- 


ing trade press. 

We also learned that many of the 
overseas visitors were bringing 
their wives, so we had to plan on a 
reasonable representation of women 
from the U. S. It also occurred to us 
that this would be a wonderful op- 
portunity to bring in our own ad- 
vertising directors from our foreign 
offices. In total, it appeared that we 
might well invite as many as 500 
people, with the expectation of 
netting 350 to 400. With a group 
anywhere near this size, we had two 
immediate problems — transporta- 
tion and accommodations for the 
international buffet at the Digest. 


> It was obvious that to move a 
group of three to four hundred peo- 
ple from New York City to Pleas- 
antville would require a_ railroad 
train. Our schedule was extremely 
tight, since the overseas delegation 
would not be available to us until 
after lunch and because of theater 
dates and other early commitments, 
had to be in New York by 8 p.m. 

Since there were no regular trains 
that fit our schedule, we investi- 
gated the possibility of a private 


| train. It was surprising how easy 


and relatively economical it turned 
out to be. The New York Central 
was only too glad to cooperate with 
us in providing a train (subse- 
quently named “The Reader’s Di- 
gest Special’). 

At first, there was a slight possi- 
bility of obtaining one of the new 
experimental trains (Train X) but 
when that fell through, we were 
happy to settle for a regular deluxe 
train with seven coaches and three 
club cars. (The latter were opened 
only on the return trip.) In ad- 


Truly International . . . Posters from all 
over the world decorated this newsstand, 
at which all editions were available, plus 
promotional literature. 


dition to providing the private 
train with a complete staff of por- 
ters, the New York Central erected 
a sign at the entrance to the track 
and made frequent announcements 
over the public address system. 
They also set up a reception desk 
which we manned with Digest per- 
sonnel to check in our guests and to 
provide name badges and special 
envelopes containing a souvenir 
program booklet with a printed 
guest list, a gift tag, a current copy 
of Reader’s Digest and a list of our 
advertisers around the world. 

At the Pleasantville station, we 
had a fleet of buses for transporting 
our guests to and from Digest head- 
quarters. 


» Although the Digest headquarters 
building houses a magnificent cafe- 
teria, we felt that it would not be 
quite suitable for our international 
party, especially since the feeding of 
an additional 400 people would in- 
terfere with our normal operations. 
The Digest grounds are particularly 
beautiful in the spring, so we de- 
cided on an outdoor party. At this 
point, one of our committee mem- 
bers could not resist asking, “What 
happens if it rains?” Of course, no 
one answered him. 

To accommodate the buffet, we 
rented a large tent which was 
pitched on one of the lawns in front 
of the Digest main building. We 
also hired a catering firm to provide 
and serve the food and beverages. 
In the spirit of the party, we se- 
lected a menu _ representing the 
various countries where the Digest 
is published. 

The tent, which took three days 
to erect, was rectangular with 
rounded ends, 138’ long by 50’ wide. 
It was adjoined by two smaller tents 
which served as a service marquee 
and check room respectively. A long 
canopy led to the entrance of the 
tent. Outside, flags of all the nations 
represented were flown. 





We hoped from the start that our 
party would be informal enough to 
make our guests feel at home and at 
the same time, distinctive enough 
to serve as a lasting reminder of 
the Digest’s role in international ad- 
vertising. To this end, the interior 
of the tent was decorated with lat- 
tice work, ferns and flowering 
shrubbery. Several service buffets 
were set up for food and beverages 
and tables accommodating six peo- 
ple were arranged throughout the 
tent. It was possible to seat at least 
200 people at any one time. 


> The two rounded ends of the tent 
were given over to special displays. 
One end contained “An Interna- 
tional Color Portfolio” — a display 
of color photographs taken in all 
parts of the world by two Digest 
photographers, Dave Forbert and 
Joe Barnell, for use as covers of 
our 27 international editions. This 
display was developed in coopera- 
tion with Eastman Kodak and has 
since been in their exhibition hall 
in Grand Central Station, in several 
department stores throughout the 
country and currently is touring the 
capitals of Europe. 

At the other end of the tent, we 
erected a specially designed three- 
dimensional globe of the world sur- 
rounded by illuminated transpar- 
encies of the covers of the interna- 
tional editions. We also displayed 
several large blow-ups of portraits 
and statements from world leaders. 

Near this display, we set up an 
“international newsstand” at which 
visitors could obtain copies of our 
international editions as well as 
various promotion pieces. To tie 
the entire display together, we hung 
a 60’ banner, covering one entire 
end of the tent, containing the over- 
all theme of the party, “Interna- 
tional Advertising Contributes to 
Better Living And Better Under- 
standing Around The World.” 

There are many small details in- 
volved in the arrangements for han- 
dling any large group of people 
which at first may seem unimpor- 
tant, but if overlooked may spoil 


Gift Basket . . 
senting 


. With an item repre- 
edition of the 
Digest, this was a great success. 


each _ foreign 


your party. For example, it didn’t 
occur to us until fairly late in our 
planning that we should have a 


doctor in attendance. (Fortunately, 


we didn’t need him.) 


> Even with the physical arrange- | 


ments well in hand, we still were 


faced with the problem of just what | 


we were going to do with upwards 


of 400 people for a period of over | 


three hours. We 
and drink would carry a major por- 
tion of the burden, but although we 
wanted to keep the affair informal, 
we felt that we ought to offer 
something beyond a mere social 
get-together. 

We knew, of course, we wanted 
a word of welcome from our found- 
er and editor, DeWitt Wallace. 
(This talk, interspersed with spe- 
cially recorded advertising mes- 
sages, turned out to be one of the 
highlights of the afternoon.) We 
also knew that many of our visitors 
would enjoy seeing the 
building. For this purpose, we 
trained special Spanish, French, 
German and English-speaking 
guides to conduct tours of 20 min- 
utes’ duration. A skeleton crew was 
kept on past our normal closing 
hour to provide a view of Digest 
operations. 

As a special attraction, we were 
extremely fortunate in prevailing 
upon Stanley C. Allyn, president of 
the National Cash Register Co. to 
make a brief talk. Mr. Allyn had 
just returned from Geneva, where 
he had represented the United 
States at the Eleventh Session of 
the Economic Commission for Eu- 
rope. 


knew that food | 


Digest | 


> Early in our planning, we felt it | 


would be desirable if we could pre- 
sent each of our guests with some 
lasting memento of the occasion. We 
were not above putting in a plug 
for our international editions, al- 
though we knew it had to be done 
with unquestioned good taste. 

In the spirit of the occasion, we 
turned to our major offices abroad 
for suggestions. We were looking for 
gifts which, although not necessarily 
high in intrinsic value, would be 
unusual as well as _ representative 
of the various areas of the world. 


Even though we got immediate and | 


enthusiastic cooperation from our 
foreign offices, the problem of se- 
lecting the proper gifts and arrang- 
ing for their clearance through cus- 
toms took the major portion of one 
person’s time for a period of sev- 
eral weeks. 

To begin with, we wanted gifts 
to be attractively packaged. For 
this purpose, as well as to represent 
our Iberian edition, we selected a 
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International Buffet . . 


. This striped tent was the center of activity. Lunch was 


served, after which, the group listened to short speeches. Here Stanley C. Allen, presi- 
dent of National Cash Register Co., is speaking. 


handsome hand-woven basket from 
the Madeira Islands. At first, we 
thought these could be obtained 
from New York importers, but after 
ordering from several sources, we 
soon found we had exhausted the 
entire supply and were still 200 
baskets short. Thanks to some very 
special cooperation from KLM, we 
were able to fly in the remainder 
just a few short days before the 
party. 

To represent France, we had a 
special “Selection” perfume made 
for us. England was represented 
by a piece of Wedgwood china; 
Scandinavia by an Orrefors crystal 
jigger; Japan — a pearl tie tack; 
Italy — a pure silk scarf from the 
Lake Como region; Germany — a 
Rosenthal china dish; Latin Ameri- 
ca a Romeo y Julieta cigar (the 
kind Winston Churchill smokes) 
and two small bottles of rum; and 
from Canada a piece of hand carved 
Eskimo sculpture. (We still don’t 
know, for customs purposes, wheth- 
er the latter is considered a piece 
of soapstone or a work of art.) 

The gift baskets, individually 
tagged, were presented to each 
guest as he boarded the bus for 
the return trip to the station. Need- 
less to say, they made a tremendous 
hit. As a follow-up, we sent baskets 
to those who were unable to attend 
the party. Even now, we are still 
getting letters of appreciation for 
this unusual gift. 


> Even though the 4A convention 
wasn’t scheduled until late April, 
we knew that many of the overseas 
delegates would be leaving their 
homes well in advance. So on Feb- 
ruary 29, as soon as we could ob- 
tain a list of the acceptances from 
the 4A, we sent out a_ simple 
“please hold this date” letter. This 
was followed on April 6 by a 
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handwritten formal invitation, 
which included a reply card and an 
addressed envelope containing a lo- 
cal stamp for the country involved. 
Our thoughtfulness in providing a 
local stamp was greatly appreciated. 
Shortly after this mailing, we sent 
invitations to the various groups in 


the U.S. 


» Although the international buffet 
gave us a particular opportunity to 
bring our advertising sales directors 
from abroad, it was by no means 
our only reason for doing so. Many 
of our directors had not been in the 
United States in some time and one 
or two had never been here. Our 
original thought was that our peo- 
ple could be of service to the agency 
delegates coming from abroad and 
we made a point of offering the use 
of our facilities. During the three 
week period they were here, we 
had several highly successful sales 
meetings in which we swapped in- 
formation. 

One of the highlights of their stay 
was a luncheon meeting in Chicago 
held for about 100 international 
agency and advertising executives. 
Entitled, “Report From Abroad,” 
the luncheon featured five-minute 
talks by each of our sales directors 
on the marketing opportunities of- 
fered by their countries. Even the 
experienced world travelers in our 
audience were tremendously im- 
pressed to hear consecutively from 
an Australian, a German, a Bra- 
zilian, a Japanese, a Frenchman, a 
Canadian, an Italian and an Eng- 
lishman. 

Another by-product, mentioned 
earlier, was the “International Color 
Portfolio” — our photographic ex- 
hibit. In connection with this ex- 
hibit, we produced a folder entitled, 
“Cover Story” which explains how 
Digest photographs are taken 


around the world. These were dis- 
tributed at the Eastman Kodak ex- 
hibition hall, where over 54,000 peo- 
ple saw the display. 

The souvenir booklet produced 
for the party has been revised, elim- 
inating the specific program mate- 
rial. We are currently printing 500,- 
000 of these to be used for general 
promotion purposes. 

Mr. Allyn’s talk, “Why Interna- 
tional Trade Is The Best Hope For 
World Peace,” was reprinted short- 
ly after the party and sent to our 
entire promotion list. Even the gift 
baskets (of which we had a few left 
over) are being used as door prizes 
at international conventions. 


> All things considered, our inter- 
national buffet was a tremendous 
success and well worth the time and 
effort. Our prior planning paid off 
as things went off without a hitch. 
Oh, yes, there was one thing. We 
got our answer to “What happens 
if it rains?” It didn’t rain - it 
poured, right in the middle of the 
festivities. But somehow our guests 
seemed to sympathize with us. 
As Business Week, in reporting 
the occasion, said, “Outside the 
candy-striped tent on a lawn in 
Pleasantville, N. Y., a cold drizzle 
fell, and water crept in through the 
grass under the tent walls. But at 
the center of the festivities, 400 ad- 
vertising people from all over the 
world got together for a warm and 
animated discussion of mutual 
problems.” q¢ 


Mar-Resistant Coating 
Developed for Exhibits 


A new type of strip coating that 
dries into a transparent, but tough, 
film has been developed by Chem- 
ical Consulting Service, Milwaukee, 
for the protection of show exhibits 
in storage or transit. 

A high solids, plastic emulsion, 
the new material called “Strip- 
Kote” is applied by brush or spray 
gun, and can be used for protecting 
smooth and wrinkled metal finishes, 
plastic, marble, porcelain, or glass 
against scratching or any other type 
of marring. 

The dried film is permanently 
flexible and, according to the com- 
pany, is easily stripped to preserve 
a fresh appearance on the surface 
to which it is applied. 

It is reported to contain no in- 
flammable solvents, and varies in 
coverage according to the thickness 
of the application. 

Additional information is avail- 
able. 


. « « for more details circle 706, page 105 
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- Wheels 
Exhibit a Round tor Bell! 


THIRTY MINUTES .. . that’s all it takes to 

convert this van into a spacious exhibit hall 16’ x 32’. Created 

by GARDNER for The New Jersey Bell Telephone Company, it 
carries an informative and merchandising message direct to the 
public. No need to wait for special fairs or exhibits when your 
product is displayed ina GARDNER expandable van! 
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Wp ty, 4 pas i pany needs! Please rush me a copy of your book 
Pie . ‘ ; let, ‘‘Take Your Story to Your Customer 
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477 Melwood Street 
Pittsburgh 13, Pa. 
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GARDNER Ralston Purina’s “Champ” is Company 
DISPLAYS another imaginative mobile 


exhibit built by GARDNER Address 
477 Melwood Street 


t tate fairs. 
Pittsburgh 13, Pa. ; for county and state fai dies 


DETROIT CHICAGO NEW YORK 


Go ...crusins 


Requirements 


Serves Management 
On Shows & Exhibits 


With electronics and other aids pro- 
viding new methods of showmanship 
to advertising, advertising managers 
and others planning trade shows and 
exhibits look to AR for ideas, “how- 
to” articles, and new developments 
they can use. Following are typical 
articles that have helped build intense 
readership of AR every month: 


“Closed Circuit TV’’ 
“Redesigning an Exhibit 

Pays Off’’ 
“How to Make Fair Exhibits 

Pay Off’ 
“Budgeting for Trade Shows”’ 
“Fairs as an Advertising 

Medium” 
“Trade Show Trickery”’ 
‘Yale Puts Its Show on the Road” 
‘Maturity for Trade Show 

Exhibits” 


Solls Management 
On Shows & Exhibits 


Grouped together with top articles on 
how to stage shows and exhibits, ad- 
vertisers’ messages outlining values of 
their products and services naturally 
get intensive readership and response. 
Among AR’s current advertisers are: 


Middle West Display & Sales Co. 

Exhibit Management Associates 

Hollywood Banners 

Sho-Aids, Inc. 

Gibraltar Corrugated Paper 
Company, Inc. 

Lewis Barry Inc.—Trade Show 

Exhibits 

Sheraton Hotels 

Advertising Trades Institute, Inc. 

Capex Company, Inc. 

General Exhibits and Displays, Inc. 


If shows and exhibits are either 
your problems or your products— 
turn to AR for results! 


Advertising 
Requirements 


200 E. ILLINOIS ST. * CHICAGO 11. ILL. 
Published by the publishers of se 
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the jottings of 


There’s something exciting about 
trade shows. The lights, the crowds, 
the colors. I've just come from the 
Home Builder’s Show, here in Chi- 
cago, and I’m excited. My feet are 
sore, too, but that’s another matter. 

The show was hard to cover this 
year, and I’m not sure how many of 
the delegates actually got to all the 
exhibits. Three floors at the Con- 
rad Hilton, one at the Sherman, and 
then the Coliseum. Nearly 800 ex- 
hibitors, and many of them packed 
their booths with materials, and not 
too much recom for pegople. Then 
their salesmen got in the booth, and 
you almost had to fight your way 
into the exhibit space. 


© Speaking of salesmen, it’s strange 
that so few companies do anything 
to help you pick out a salesman 
from the crowd in the booth. Sure, 
the management of the show sup- 
plied everybody with badges, and 
you could tell an exhibitor by the 
red margins on his name plate, but 
that wasn’t enough. Half the people 
in red badges were competitors try- 
ing to get a line on the other fel- 
low. Ceco Products men were easy 
to pick out, though. They all wore 
red flannel vests, no coats, and black 
derbies, tying in with their old- 
fashioned general store theme; Con- 
densation Engineering had red plaid 
jackets, while Thuro Bilt Homes 
used green blazers, but most every- 
body else looked just like you and 
me. Of course, in many booths it 
was easy to find the salesman — he 
was the guy just standing around, 
paying no attention to the exhibit, 
the visitors, or anybody. 


e There were a lot of prefab home 
manufacturers at the show, and 
that’s a hard line to show in a hotel 
exhibit booth. U.S. Steel had a cute 
idea which was based on the com- 
mon tendency of curiosity. If there 
is a peephole, people will peep! 
Steel had four peep holes, and when 
you looked through, you saw a ro- 
tating panel, on which were 
mounted four scale models of their 
prefabs. 


@ Speaking of universal tendencies, 
there’s none that is more so than 
gambling. But what is it about locks 
that is connected with gambling? 
Or shouldn’t I ask? At any rate, 


three companies in this field ap- 
pealed to this instinct to draw traf- 
fic and build a mailing list. Yale & 
Towne used a lovely “26 girl” and 
a small dice table; Corbin had a 
one-armed bandit, operated by its 
own souvenir coins, and with the 
cherries, lemons, etc., replaced by 
Corbin locks (no comments, boys): 
Kwikset had an electric-eye shoot- 
ing gallery in which moving door- 
knobs were the target. Prizes were 
generally samples of products, al- 
though Kwikset gave everybody 
who made three to six hits out of 
twelve shots an imprinted ballpoint 
pen, and better prizes for better 
records, with a hi-fi radio-phono- 
graph as the grand prize. 


© Russwin ran a triple-threat style 
contest in its booth, which suc- 
ceeded in getting a design survey, 
a mailing list, and a chance to but- 
tonhole the visitor — all in one 
swell foop! Very simple, too. On the 
wall were two panels, one with 12 
new doorware designs, the other 
with 12 new knob designs. An entry 
blank, with a plan of the panels, 
allowed you to check the ones you 
preferred. You signed your name 
to be eligible for the drawing for 
gifts, and they had you! Inexpen- 
sive, decorative, and effective! 


@ Stanley Hardware conducted its 
product survey somewhat differ- 
ently. They had a batch of new de- 
signs lined up on the wall, collected 
seven visitors, each of whom was 
asked to operate an opinion register. 
A Stanley man pointed to each de- 
sign, and the visitors slid the point- 
ers on their registers along the scale 


Stanley’s Design Poll _. . . A jury of 


seven register their feelings on each 
item 





of approval. A meter averaged the 
readings on the seven instruments, 
and the group went on to the next 
item. No prizes, no blanks, just use- 
ful information, and visitors seemed 
to enjoy being guinea pigs. Got a 
good play, and, the Stanley people 
told me, some interesting results. 


® In another vein was the very 
clever way in which Schlage dis- 
played a large number of samples 
of its doorknobs. They mounted a 
number of cubes on a common hori- 
zontal axis and put a different knob 
on each face. Fins, which really 
were extensions of the diagonals, 
made it easy for the passer-by to 
reach out and turn the cubes to 
look at all four styles. For more 
samples, the exhibit used four 
doors, of fine wood veneers, each 
with a different knob. And surprise 
— when you opened the door, there 
were shelves with more doorknobs 
on small panels. Each panel was 
held down by spring clips, but a 
simple pull would release them for 
closer examination. Exhibit by 
Floats Inc., El Monte, Cal., from a 
design by Walter Landor & Associ- 
ates. 


Door Knob Display Clever device 
shows off 28 patterns within easy reach 


e The cleanest gal at the show was 
the one who helped demonstrate 
the Formica shower stall. She took 
a real shower, with real soap and 
water, every hour on the hour, be- 
hind the glass door of the shower 
booth. Formica had wandered from 
the reality of the demonstration by 
painting the door white from here 
to here, something you nor I 
wouldn’t have done at home, so I 
couldn’t tell whether the model 
wore a strapless bathing suit or not. 
She was wearing earrings, though. 
At any rate, she attracted a good 
crowd. 


®@ Every once in a while, it pays to 
be obvious. Look at Homasote, 
which wanted to talk about its new 
“floating ceiling.” You can imagine 
the staff conference. Everybody 
pondering on how to build the ex- 
hibit. Then somebody, probably the 
most naive staff member, said “Why 


not build an actual ceiling?” And 
everybody scoffed. And then the 
idea began to grow, and that’s just 
what they did. Put a couple of 
trusses across their space, and 
hung a real ceiling about 7’ off the 
floor. Of course you couldn’t see 
the construction from beneath, so 
they simply cut a hole in it and 
built a platform. Anybody could 
climb the two or three steps and 
poke his head above the ceiling to 
examine it. Simple but good. 


e How can you demonstrate the 
action of a gadget that goes at 
1700rpm? National Disposer faced 
that problem with its garbage dis- 
posal unit. From the outside, all 
competitive brands look pretty 
much alike, but National wanted to 
show its devices at work. To do this 
they used a strobe light in syne with 
the grinding motor which apparent- 
ly stopped its action. Then the 
salesman dropped a wooden cube 
into the maw of the machine, and 
before your very eyes, you saw it 
transformed into sawdust. A fasci- 
nating process — you could hardly 
tear your eyes away. The only trou- 
ble was getting rid of the sawdust! 


® I've always felt that sound was of 
no value at a trade show, and my 
experience here backed me up. Few 
visitors stopped to listen to the 
canned spiel. It seems to be that un- 
less you have a dynamic, and pref- 
erably female, spieler, there’s little 
chance of catching attention with 
a talk on tape. With a movie, per- 
haps, but not just plain talk. But 
making it private does help. U‘S. 
Gypsum had a product story which 
they put on the pages of an auto- 
matic book, and a recorded expla- 
nation accompanied, but to hear it, 
you had to pick up an earphone 
and listen. People did that, too, and 
the noise didn’t bother anybody 
else. I liked the little sign Gypsum 
put up near the phones: Hear here! 


® One of the things I wanted to do 
was to collect gimmick giveaways. 
But I was surprised at how slim 
the pickings were. A lot of matches, 
but compared to most shows, almost 
no gadgets. Olsonite Seat had a 
chuckle-provoking gift — a key- 
chain with a small plastic model of 
their product. The embossed slogan 
was “Tops for Bottoms.” 44 


Fashions and Machinery 
Get Top Show Attendance 
Wishing to lure the ladies, as well 


as the men, to its open house cele- 
bration for a new construction ma- 


want 


STRETCH 


your 
advertising 
budget? 


BANNERS 


add so much... for so little 


e For indoor and outdoor use 
e Wide variety of fabrics 
e Unlimited sizes or colors 


Send us an idea for size, material 
and quantities — we will submit 
designs and prices for your ap- 
proval. Free photos on request. 


SN | ES 


88 University Place « New York 3, N.Y. 
WAtkins 4-4346 


Brandt Scaleograph 
cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 
seconds. Once set to a proportion it 
will enlarge or reduce automatically 
without computation. Scaled in picas 
and inches. Its practicability and 
simplicity have won hundreds of users 
from coast to coast. Some of the 
biggest names in industry, graphic 
arts, and advertising have placed 
multiple orders and praise its efficien- 
cy. Made of vinyl plastic, stainless 
steel, and aluminum. With minimum 
care will last a lifetime. If your dealer 
cannot supply you, order direct. Im- 
mediate delivery parcel post prepaid. 
Send check or company purchase 
order. Price $12.60. Money back if 
not delighted. 


THE BRANDT CORP. 
P. O. Box 465, NEW ORLEANS 
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Get the Facts about 
Loose-Leaf 


Catalog Covers 
and Binders that 


SELL! 


Write for Bulletin 100 


BEAVERITE 
PRODUCTS, INC. 


BEAVER FALLS, N.Y. 


— “TYPE 
COMPOSITION 


by MAIL 


from dependable H. O. BULLARD! 


History’s fastest, most dependable messenger service—the U. S. Mail— 
delivers your proofs by OVERNIGHT AIRMAIL anywhere in the coun- 
try! BULLARD, New York’s most complete typesetting plant, pays all 
postage both ways, including Special Delivery when required. 

Wherever you are, whatever your typographic needs, Bullard’s complete 
service is only 24 hours away! Join the thousands who have relied since 
1909 on Bullard for the latest in Lino, Mono, Ludlow, foundry . 
repros and photo lettering. 

COMPOSITION BY MAIL is made simple and easy for you with 
BULLARD’S ALPHABETS—a $35 book which can be yours FREE. 
This encyclopedic 536 page type reference volume is the indispensable 
tool of type directors and production men across the country. Write today 
for your free trial copy—no obligation. Use it FREE for 10 days. If 
you're completey satisfied, remit $35—if not, return at our expense. 

IF WITHIN 1 YEAR OF PURCHASE YOU ORDER 
AT LEAST $500 WORTH OF COMPOSITION FROM 
BULLARD YOU GET YOUR $35 BACK! 


Write today for full details on your 10-DAY FREE 
TRIAL COPY of BULLARD’S ALPHABETS. 


For complete typographic service —get set with 


H. ©. BULLARD, INC. 


150 VARICK ST., NEW YORK 13, N. Y. © AL 5-1770 
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Fashion and Machinery . . . Stepping off 
her ‘‘coach’’ (an Allis-Chalmers HD6), 
pretty 4-H Club girl Sandra Sue Stout 
models her own creation for visitors at 
Boardman Co.‘s open house’ celebration. 


chinery division plant, the Board- 
man Co. combined fashions and 
machinery in a unique showing 
that drew top attendance. 

State distributors for Allis-Chal- 
mers construction machinery in 
Oklahoma City, the Boardman Co. 
had distributed invitations to road 
contractors and government offi- 
cials and their wives. 

But whether the ladies would 
willingly attend a machinery show 
was the worry behind the decision 
to hold a simultaneous showing of 
fashions with machinery. 

The show was held in a large tent 
adjoining the plant after a barbe- 
cue luncheon was served. 

Emceed by Eddie Coontz, a local 
tv-radio personality, the latest 
fashions (made and modeled by 
pretty 4-H girls) were brought 
“on-stage” via slow-moving con- 
struction machines. While DeLois 
Faulkner, 1955 “Maid of Cotton” 
added fashion comments on the 
costumes worn by the girls, the 
audience also had a good opportun- 
ity to look over the construction 
machinery. 44 


Purns 
ADVERTISING 


“Do we have branch offices? I’m very 
glad you asked me that question, Mr. 
Reardon!” 





A purely personal, and highly provocative, ap- 
proach to p.o.p. displays and their role in today’s 


advertising. We expect that this may start some 


thinking in the industry. 


Getting into 


ACTION 


At the Point-of-Purchase 


By Julius R. Teich 
President, Superior Displays Inc. 
Boston 


“Getting your displays into action 
at the point-of-purchase” is no easy 
matter. Quite a number of favorable 
factors have to be present in order 
that your displays may finally end 
up doing a good advertising and 
selling job. 

Original plans must be sound, 
have basic objectives and provide a 
sufficient budget to accomplish 
everything. Your displays should 
have eye-appeal, together with a 
definite selling message. They 
should be of the proper size and 
type for the particular use or kind 
of location. Displays should be pre- 
tested for selling power and ac- 
ceptability by the retail trade. 

The better the display, the better 
are your chances of getting it into 
action at the point-of-purchase. 
Permanent displays, built from dur- 
able materials, which do something 
for the retailer as well as the ad- 
vertiser, are sure to gain acceptance. 
Deluxe displays are more prefer- 
able than ordinary cardboard dis- 
plays. Units which feature motion 
or flashing light arrangements are 
quite popular in certain locations. 


> How your displays will get to the 


point-of-purchase, and be installed 
there, is of paramount importance. 
This decision should be made well 
in advance, together with proper 
plans and appropriations to imple- 
ment it. The vast majority of dis- 
plays produced fail to get into ac- 
tion at the _ point-of-purchase 
because this important factor is left 
up in the air. It is not enough to 
merely buy displays. You must de- 
termine in advance what you are 
going to do with them after they 
are produced. 

Some advertisers think that they 
are getting their displays into action 
at the point-of-purchase by mailing 
or shipping display material direct 
to retailers. I have personally in- 
vestigated altogether too many 
campaigns, and checked into ever- 
so-many case histories, to consider 
that this method gets good results. 
With but very few exceptions, dis- 
play material is used either im- 
properly or not at all. Those who 
continue this practice either do not 
know what is going on or will not 
take the trouble to find out. 

Such advertisers continue to buy 
and send out displays simply be- 
cause they have been in the habit 
of doing so for a long time. Their 
displays are costly, and it also costs 
money to pack and ship them. May 
I respectfully suggest to all people 


who handle their display problems 
in this manner, that they do some 
serious investigating. As a result, 
it is inevitable that they will come 
to the conclusion either to stop 
buying displays altogether, or to 
appropriate enough money to pay 
for a sound method which will 
guarantee their installation. 


> Manufacturers who market their 
products through distributors often 
supply display material to them in 
the hope that their salesmen will 
either deliver or install such dis- 
plays in the retail outlets they call 
on. These men may _ sometimes 
bother with small counter display 
material, but will never handle 
large display pieces, nor will they 
install them in windows. Here again 
is another method which, experi- 
ence has repeatedly proved, is not 
the best way to get your displays 
into action at the point-of-purchase. 


> There are some manufacturers 
and national advertisers who are 
quite successful in using their own 
salesmen, or missionary men, to get 
their displays put up where they 
will do the job for which they were 
designed. These men are not pri- 
marily salesmen, but rather spe- 
cialty men doing a sales promotion 
job. Ordinary salesmen represent- 
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“The greatest stumbling block has been the fact that 


point-of-purchase is not a recognized, measurable 


and commissionable 


ing a manufacturer, as a rule, are 
‘not inclined to do display work. 
Some among them even consider 
such a function as beneath their 
dignity as salesmen. 


> A number of advertisers operate 
their own display departments, and 
employ professional installers on 
their own payrolls, with great suc- 
cess. This is an expensive way to 
make certain that your displays get 
into action at the point-of-purchase, 
but is entirely justified. I have 
checked such men, and the work 
they do. They are fully as im- 
portant to the over-all success of a 
company as are the salesmen who 
call on the same outlets. 


>» All things being equal, the least 
expensive and very best way to 
make certain that your displays get 
into action at the point-of-purchase 
is to have your displays installed by 
professional display installation 
service companies. Do some check- 
ing, and employ only the best out- 
fit in each territory. Be sure that 
they do an adequate supervision 
job over their decorators. Pay them 
well, and don’t look for bargains. 
See to it that your own people do 
some “spot checking” during each 
campaign. Show an interest in your 
display showing, hold meetings with 
your display people, and encourage 
them in every way possible. 

This last method is least expen- 
sive because a display service com- 
pany’s cost of operation is spread 
over many accounts. As a conse- 
quence, it costs each advertiser 
correspondingly less than if he op- 
erated his own display department, 
with all of the overhead costs which 
such an undertaking entails. I con- 
sider it the best method because 
good decorators, working for ac- 
credited display service companies, 
have had experience with all types 
of accounts, and have decorated 
displays in all kinds of outlets. They 
have excellent entree into the retail 
stores in their territory, and can be 
most helpful in securing the great- 
est degree of cooperation from 
storekeepers. 


> To date, neither the point-of-pur- 
chase advertising industry, nor ad- 
vertisers generally, have done much 
to dignify, encourage or help to 
up-grade the professional display 
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medium.” 


installation service business. Dis- 
play service companies cannot do 
much to help themselves because 
the vast majority conduct small 
business enterprises which furnish 
only a modest living to the owner. 
At present, they are experiencing 
the poorest time in their history. 
Collectively, there are fewer dis- 
plays being installed by them to- 
day than ever before. As a conse- 
quence, there are not as many pro- 
fessional display men around, nor 
are there as many display service 
companies in operation now as be- 
fore the advent of television. 

Professional installers have been 
powerless in combatting the recent 
trend away from window displays, 
and have failed to cash in appre- 
ciably on the trend to greater dis- 
play activity inside stores. Actually, 
interior display work falls much 
more into the category of merchan- 
dising and sales promotion, where- 
as window displays belong more in 
the classification of point-of-pur- 
chase advertising. Nothing construc- 
tive is being done to combat this 
trend away from windows, and no 
one is trying to establish the fact 
that window displays are extreme- 
ly important as an advertising me- 
dium. 


> Supermarkets and the elimination 
of window display space in new 
store construction have greatly in- 
fluenced present day trends. The 
boxed-in type windows of yester- 
day are fast giving way to remod- 
eled fronts where the entire store 
is exposed by window glass extend- 
ing down to sidewalk level. The 
first impression is that this limits 
you to interior display activity only. 
But this is not true. 

The reasons advanced for this 
type of store front is that it is mod- 
ern and exposes the entire store. 
But experience with countless case 
histories has proved that retail 
stores cannot survive without win- 
dow displays. It is also true that it 
is a serious mistake to go from store 
fronts with solidly boxed-in type 
windows for display purposes to no 
display windows at all. Wisdom, 
time and experience have already 
dictated a far better approach to 
the problem. 

Retailers with modern _ store 
fronts are quickly learning that they 
profit greatly by installing window 


displays at sidewalk level. They find 
that backgrounds need be no higher 
than four feet to be very effective. 
This treatment accomplishes two 
important objectives. It makes max- 
imum use of the floor space directly 
in front of the window glass, and 
enables people to see into the store 
at the same time. Here is the very 
best opportunity for getting your 
displays into action at the point-of- 
purchase. 


> Marketing conditions have been 
changing at an increasingly accel- 
erated pace. It is safe to say that 
there have been more changes in 
the last three years than in the pre- 
vious 30 years. Point-of-purchase 
advertising in windows has not kept 
up with these changes. It is about 
time that something constructive 
was done to correct this situation. 

Case histories of the most suc- 
cessful campaign reveal that win- 
dow and interior displays were used 
at the same time. This certainly 
makes sense. Consumers entering 
stores see certain products featured 
in the windows. On getting inside 
the stores, they are reminded again 
with additional displays of the same 
items. This double advertising and 
selling impression, at a time when 
the consumer is in a position to im- 
mediately translate desire into ac- 
tual possession, pays off hand- 
somely. 

To be most effective, installed 
window displays should feature one 
or more articles with related items 
included. The lithography should 
dominate, and tell a quick adver- 
tising and selling story. Interior 
displays should feature the actual 
merchandise in conjunction with 
more permanent display advertising 
and selling fixtures. Give serious 
consideration to these suggestions, 
and you will succeed in getting your 
displays into action at the point- 
of-purchase. 


> It is my considered opinion that 
window display advertising will 
soon come back stronger than ever. 
I believe this because there is a 
constantly growing appreciation, in 
every kind of business, of the im- 


Yes, it's an attention-getting display, 
ae 





THEME POSTERS, 16 GIANT DOUBLE BANNER, 52° x 36 
5 COLORS 5 COLORS, IMPRINTED 


6,500 promotion kits... 


2,065,000 sisply pieces 
Fee tinted, assembled, drop-shipped 


4 COLORS, IMPRINTED 


for National Brands Promotion 


Once again, Pollack Poster Print has been selected 
to produce this gigantic annual storewide promotion! 
6500 complete promotion kits were created to meet 
the different specifications of leading chains . . . with 
more than 2,065,000 individual display pieces : 
imprinted for 91 participating manufacturers . . . all 
a aa os printed, collated and drop-shipped by Pollack. Note 
Para sttel CMe Ta iii : Jost the wide range of sizes, the variety of colors. Pollack’s 
: combined press facilities for lithography, letter press, 
and wood block printing produced each piece with 
the best possible efficiency. 


Only the promotional specialist of the Chain Variety 
field could handle the hundreds of details required 
in this tremendous storewide, nationwide promotion. 
Pollack completed the job economically . . . to meet 
rigid shipping and distribution schedules. 


WINDOW TICKETS, OR SHELF MARKERS 
Vy" «x 3°, 2 COLORS, IMPRINTED 


If you are planning a Chain Store promotion . . . call 


Pollack! 


a ——— POLLACK PROMOTIONS MEAN BUSINESS! 


2 COLORS, IMPRINTED 
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portance and value of advertising 
at the point-of-purchase. People 
buy what they see displayed and 
advertised in retail stores. Your 
record of sales is in direct ratio to 
the effectiveness of your advertis- 
ing and merchandising job at the 
retail level. No other medium of 
advertising can produce faster and 
more measurable results than win- 
dow and interior display work at 
the point-of-purchase. 


> Variety, the theatrical weekly, 
stated in a headline story in the is- 
sue of June 20, 1956 that “TV With- 
out Exploitation Is Like A Beautiful 
But Unmilked Cow.” Here is con- 
vincing testimony from an unex- 
pected source which adds further 
proof to the fact that it is most 
important to tie in, and do an ex- 
ploitation job, at the point-of-pur- 
chase, no matter what other medium 
of advertising may be used. 

The Variety article gives exam- 
ples of expensive television pro- 
grams which failed to move mer- 
chandise because there was no fol- 
low-through at the point-of-pur- 
chase. It also cites case histories of 
companies which are eminently suc- 
cessful because they do merchan- 
dise their advertising at the point- 
of-purchase. 

The obvious conclusion is, of 
course, that no recognized medium 
of advertising can do the complete 
job alone. Each one of them has 
to depend on point-of-purchase to 
spell out ultimate success for the 
campaign. The best-advertised 
product in recognized media ad- 
vertising will not move much mer- 
chandise unless it is also advertised 
and displayed where consumers do 
their shopping. 


>» When you succeed in getting your 
displays into action at the point- 
of-purchase, they produce the right 
kind of consumer re-action. Sur- 
vey after survey keeps on proving 
the growing tendency towards im- 
pulse buying by consumers. There 
is less and less shopping being done 
from “lists,”’ and more and more 
“shopping by seeing.” 

Getting your displays into action 
at the point-of-purchase will be- 
come the rule rather than the ex- 
ception if all interested parties 
would re-evaluate the entire situa- 
tion. They would soon conclude that 
the greatest stumbling block has 
been the fact that the point-of- 
purchase is not a recognized, meas- 
urable and commissionable medium 
of advertising. 


> Where was outdoor advertising 
before that industry worked out 
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**Point-of-purchase advertising will begin to truly 


prosper only after it becomes commissionable to ad- 


vertising agencies.”” 


yardsticks of measurement and cir- 
culation controls? This recognized 
medium of advertising experienced 
its greatest growth after it became 
commissionable to advertising agen- 
cies. Since then, it has been increas- 
ing steadily even though many ele- 
ments in our population object 
strongly to posters. 

Contrast that with the genuine 
pleasure which people derive from 
the recognized American pastime of 
“window shopping.” Then consider 
the fact that window displays can 
also be classified as posters at the 
point-of-purchase, with many plus- 
factors, and you will begin to ap- 
preciate the great potential inherent 
in this excellent medium of adver- 
tising. Remember, also, that no 
other medium can get any closer to 
the actual act of purchase. 

Producers of point-of-purchase 
advertising display material have 
been contending for a long time that 
it is impossible for them to pay 
agency commissions, and they ad- 
vance a number of logical reasons. 
It may very well be that they have 
been considering the problem from 
the wrong angle altogether. They 
have been thinking of themselves 
as the advertising medium instead 
of concentrating on the fact that it 
is the point-of-purchase which is 
really the advertising medium. 


> May I recommend that they be- 
gin all over again by asking, “What 
makes an advertising medium com- 
missionable?” The answer is “pub- 
lication.” There is a commission to 
advertising agencies only after an 
advertisement has been published 
in newspapers, magazines and post- 
ers or has been broadcast on the 
radio or television. These recognized 
advertising media pay a commis- 
sion after an advertisement is pub- 
lished, and then they pay only to 
accredited advertising agencies. 
Why should point-of-purchase be 
treated differently? Why should 
agency commissions even be con- 
sidered from the standpoint of the 
manufacture of displays? It seems 
to me to be much more logical to 
make this medium of advertising 
commissionable on the basis of the 
installation and circulation value of 
window display campaigns. Displays 
become an advertising medium only 


after they have been put up where 
people can see them. The greater 
the audience, the more valuable 
they become. 

A lifetime of experience has con- 
vinced me that advertising agencies 
control the spending of advertising 
dollars. They spend all budgets and 
appropriations only in those media 
which pay them a commission. If 
an advertiser wants to do some 
point-of-purchase advertising, it 
usually involves a separate budget 
apart from the regular advertising 
budget. 


>» There are fewer lithographed dis- 
plays being produced today for use 
in windows than ten years ago. 
What a sad comparison this makes 
against the fact that national adver- 
tising has tripled during the same 
period. Point-of-purchase advertis- 
ing in windows will begin to truly 
prosper only after it becomes com- 
missionable to advertising agencies. 
Positive and speedy action must be 
taken to correct this situation. 

It is up to the producers of dis- 
plays to do everything possible to 
speed the day when point-of-pur- 
chase will become a recognized and 
commissionable medium of adver- 
tising. They should help to finance, 
dignify and elevate the professional 
installation of displays. The time 
is ripe for the development of prop- 
er circulation and measurement for- 
mulas. Display producers must do 
the job because their own future 
depends on it. This could be their 
greatest achievement, and become 
the very best and surest guarantee 
for getting your displays into action 
at the Point-of-Purchase. 44 


Our last window display was too good! 





pull-in 


power 


Colorful, distinctive, illuminated 
plastic signs like this can ‘‘light 
the way’ to more customers for 
you and your dealers. Designing 

and building outstanding “‘trade- 
markers’ for the leaders of in- 


dustry is our exclusive business. 


oe 
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signs of success 


CREATION AND CONSTRUCTION 


» 
oe 
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Day and Night. . 


. This 15’ multi-color spectacular blends 
well with existing store identification. Red, yellow, green and 


orange letters flash on in sequence, then in unison, to pro- 
duce interesting color patterns. 


A successful sign program must allow for the individual preferences 
of the dealer, but nevertheless maintain a family feeling 


throughout. Here’s an example of a national program that does just that. 


By J. M. Williams 
RCA Victor Television Div., 
Camden, N. J. 


Adv. Mar., 


The promotional value of space on 
dealer signs is no secret to any na- 
tional manufacturer of consumer 
products. For each cooperative sign 
erected, the manufacturer widens 
the recognition of his name, prod- 
ucts and trademark, and increases 
the effectiveness of his national ad- 
vertising and direct mail. Most im- 
portant, it reinforces this recogni- 
tion by the prospective customer as 
he travels daily in his local com- 
munity, where the sale is eventu- 
ally made. 

Cooperative signs work to the 
dealer’s benefit too. They identify 
his business with the products of a 
recognized national manufacturer 
and help him cash in on vigorous 
advertising and promotion 
paigns that the 


cam- 
manufacturer is 
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continuously waging. The petroleum 
companies were among the first to 
recognize the value of a standard- 
ized, nationwide sign program to 
identify their retail outlets. Appli- 
ance manufacturers are following 
suit. 

Despite the importance of dealer 
sign programs, and their cost to the 
manufacturer, they have tended to 
grow up with perhaps too little 
guidance and coordination. This can 
be largely explained by the fact that 
the procurement and distribution of 
dealer signs follow the traditional 
distribution channels for the prod- 
uct line. 

The sign program of the Radio 
Corporation of America is perhaps 
typical. The program is financed co- 
operatively by RCA, its distributors, 
and their dealers, with each con- 
tributing part of the cost of a sign 
that the individual dealer selects. 
Yet RCA has little direct contact 


with the 45,000 retail dealers who 
sell its products. Dealer contacts 
are entirely the prerogative of tele- 
vision, radio and record distributors, 
so that the distribution of display 
materials, dealer aids, promotional 
literature, etc., is their function. 
This same arrangement prevails for 
the dealer sign program. 


> Historically, the procurement of 
signs was in large part the respon- 
sibility of the distributor, who 
worked with his local sign manu- 
facturer. Design, shape, size and ap- 
pearance of these signs varied con- 
siderably. The quality of the signs 
was fairly good, but unit costs 
tended to be high because of the 
relatively small volume involved, 
especially when new signs had to be 
developed to fit various dealers’ 
needs. Also, there was little coordi- 
nation between appearance of the 
various indoor and outdoor signs. 





CANADA i 


the tget the home 


Famous brand names use Donaldson metal signs. In all 


climates, under conditions of intense heat or cold, or 
high humidity, Donaldson signs retain their brillant 


colors, resist chipping from handling or weather change. 


Exacting full color lithography or silk screen process 
assures faithful reproduction. All protective coatings, 
back of sign included, plus each litho or screen color 1s 
individually baked. The result is a permanent metal sign 
with a tough, pliable coating. This non-brittle fused coat 


adds years of usable life to Donaldson signs. 


It costs no more to have the best! 


Call or write today for free catalog 


REFRESCA LA BOCA 


THE DONALDSON ART SIGN COMPANY 
COVINGTON, KENTUCKY 





In addition to this, of course, RCA 
has for many years supplemented 
the semi-independent procurement 
procedure with company-designed 
signs for general distributor and 
dealer use. 

From RCA’s point of view, the 
“independent” procurement system 
raised some serious questions. Was 
the dealer buying the most useful 
and flexible sign for the money in 
all cases? Did the uncoordinated 
assortment of signs meet the obvi- 
ously desirable objective of display- 
ing the RCA Victor trade name and 
logotype in a uniform manner, 
throughout the country? The an- 
swer in both cases, it seemed to us, 
was no. 


>In 1955 we decided to overhaul 
the sign program to accomplish 
several important objectives that 
would benefit our distributors, their 
dealers and ourselves: 


1 to develop standard specifications 
for a family of signs tailored to the 
varied needs of the individual deal- 
er at economical price levels, 


2 to develop an attractive, effective 
and well-engineered group of signs. 
3 to give RCA maximum mileage 
for its part of the sign dollar by 
displaying its name and trademark 
in a uniform, easily recognized 


Indoor Sign . 
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manner from town to town and re- 
gion to region. 

The job of surveying dealer needs 
on a national scale and, later, of 
designing a “family of signs” to fill 
those needs, fell to the Ad-Pact 
Corp., Pardeeville, Wis., specialists 
in promotional display materials. 


>» Ad-Pact’s first step was to find 
out just how our dealers and dis- 
tributors across the country use 
signs and what kinds they wanted. 
They found, not surprisingly, that 
dealers are individualists . . . yet 
this fact somehow tends to be over- 
looked when planning a standard- 
ized program. Although they recog- 
nize the advantages of a family re- 
semblance in signs and the inherent 
economy of standard sign specifica- 
tions, they nevertheless want to be 
able to adapt signs to their indi- 
vidual businesses, their locale and 
personal taste. As a group, they 
wanted signs to attract attention to 
the store, to the store window and, 
once the prospective customer was 
inside, to the television and radio 
department signs. 

Moreover, the signs must be 
equally arresting day and night. 
More and more, Ad-Pact found, 
dealers are investing in “spectacu- 
lars,” large colorful flashing signs 
that identify their businesses with 
the names of national manufactur- 


. « Designed for window or department identification, this 6’ sign carries 
out the family pattern, looks well both day and night. 


ers. Many place these signs, and 
even clocks, on roadsides, near rail- 
road terminals and in mon-compet- 
ing stores in other parts of town, to 
advertise their businesses over a 
wider area. 


> These findings led to two basic 
premises behind our new sign pro- 
gram: 


1 a sign isn’t useful unless it can 
be used in more than one type of 
location. 


2 a sign must be a medular unit 
which the dealer can combine with 
other sign elements to fit his par- 
ticular needs. 


> RCA’s sign family now consists 
of two sub-groups: the “Radio Tel- 
evision” group, and the “Big Color 
Television” group. In the radio-tel- 
evision group are 4’ and 6’ valance 
signs for windows and department 
displays (also useful as_ night 
lights), a 1x2’ sign for indoors or 
outdoors, and 2x4’ and 3x6’ signs 
for outdoor identification. In the 
Big Color group are a 2x4’, a 3x6’ 
sign, and a 15x2%’ flashing spec- 
tacular, all for outdoor use. An 18” 
square electric clock is also in- 
cluded in both groups. 

All signs have Plexiglas faces 
which are internally illuminated 
and neatly mounted in fluted alumi- 
num frames with mitered corners. 
To the base of most signs and clocks 
the dealer can add an identification 
panel, similar in color and construc- 
tion to the large sign, to display his 
name or otherwise personalize his 
business. In addition, the modular 
feature enables the dealer to use 
the basic RCA sign as a center piece 
and align or stack additional signs 
around it to advertise other mer- 
chandise or services. 


> But utility and flexibility are only 
part of a desirable sign. In many 
cases the dealer already has a sign 
of some sort. A new sign must be 
attractive enough to make itself 
wanted. We devoted a lot of thought 
and research time to developing a 
design that would please the dealer 
and attract customers for him. We 
felt that if the dealer thinks enough 
of us to put up an RCA Victor sign. 
he'll sell more RCA Victor mer- 
chandise. For him to want to put 
up a sign, it has to sell itself on its 
own merits, and that means impact 
and style. 


A good sign has many compo- 
nents: 


® commanding appearance — both 
in daytime and at night — in com- 
petition with surrounding signs 





ON MAIN STREET 


K AWaTs): 


Big Mailing Piece . . . This four-color 
brochure, which opens out to 36x48”, 
was sent to all dealers, and describes 
each piece that is available 


® visibility and recognition from 
afar 


® dramatic and tasteful use of color 


® an “active” presentation of the 
advertising message. 


Probably one of the most difficult 
problems of sign design is obtaining 
equal visibility and impact both day 
and night. A dealer wants his sign 
to be an easily located landmark, 
regardless of whether his store is 
open for business or closed for the 
night. Some types of signs are read- 
ily visible by day, but practically 
illegible at night; others are striking 
at night, but unnoticeable by day. 

After experimenting with a num- 
ber of possibilities, Ad-Pact has 
found that an _ interior-illuminated 
Plexiglas sign is the most consistent 
day-night attention-getter. The col- 
orful sign face has excellent visibil- 
ity and legibility by day. At night 
its appearance remains identical, 
except that it is accentuated by a 
bright luminous quality which 
makes it stand out against virtually 
any type of background. 


> We gave much thought to select- 
ing a suitable background color, 
since this is one of the critical fac- 
tors in assuring that fast, unmistak- 
able recognition factor we wanted 
in our sign family. Also, the color 
would have to be compatible with 
the yellow lettering (chosen for 
impact and legibility) used on our 


REVOLUTIONARY! 


NEW MEYVERCORD 


PRESSURE SENSITIVE 


2 ; ett # rs a 
5 ah . 


DECAL SIGNS 


eall the advantages of 
pressure sensitive application! 
-all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 
which combines the speed and simplicity of pressure sensitive 
application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral T.V., 

Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, Guenther 
Beer, Arkansas Traveler Boats and others. No water is needed for 
the simple, fast application. As a result, far more of these 
Meyercord Pressure Sensitive Signs go up on location. Routemen, 
salesmen and field crews welcome this new convenience in 
Point-Of-Sale Decals. There are no restrictions as to design, shape 
or colors. They’re available in either halftone or poster style. 
Hurry ... let us send you samples and full information. 

Write on your company letterhead to: 


“Television-Radio” signs, as well as 
with the rainbow colors on our Big 
Color Television signs. 

We tested several dozen back- 


THE MEYERCORD CO. 5323 an aan titi 


CHICAGO 44, ILLINOIS 
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grounds and finally hit on a back- 
ground of black with thin red ver- 
tical stripes which serve to “pull” 
the field together. Black is a “dress- 
up” or prestige color. It imparts a 
certain vividness to any color placed 
next to it. Also it dramatizes the 
white field on the lower part of the 
sign face, where the “Nipper” logo- 
type, the RCA Victor letters, and 
the product line are displayed. 

A sign should “project” its mes- 
sage. Flat lettering on a flat face 
is passive. On all our signs we 
raised the RCA Victor legend off 
the face by embossing. In addition, 
each sign face has a raised cowl 
which projects out about 2” along 
the upper edge and tapers down to 
1” along the sides. This produces 
the effect of a theatrical proscenium 
arch from which the sign’s message 
is “presented” to the viewer. The 
receding sides of the arch produce 
the impression that the sign is di- 
rected at the viewer, rather than 
at an impersonal spot behind him. 

From the economic standpoint, 
the new Plexiglas signs offer sub- 
stantial advantages to us and to 


Magoo to Cheesecake ... 


P-O-P Product Displays 
Promote Sales Through 


Variety of Themes 


With the continuing trend of ad- 
vertising emphasis at the point-of- 
sale, it’s interesting to note the wide 
variety of “salesmen” used by na- 
tional advertisers in their displays. 

A quick look at just a few of the 
many display descriptions to come 
across AR desks, show attention- 
getting themes that range from 
Magoo to cheesecake to art palettes. 
However, while they might range 
far and wide in themes, the follow- 
ing displays do an effective job of 
attracting attention at the point-of- 
sale. 


Make Mine 
Heileman’s 


G. Heileman 
Brewing Co., La 
Crosse, is boosting 
sales of its Old Style Lager beer 
with a back-bar, counter, or wall- 
illuminated display that’s vacuum- 
molded from white translucent 
plastic. Center interest is the com- 
pany’s “hour glass” stein which — 
through illumination — appears to 
be filled with foaming beer. The 
display also incorporates Heileman’s 
famous “Little Professor” trade- 
mark figure and the three basic 
copy points in German. The display 
measures 144%4x16%4x5%4” and was 
silk-screened in five colors, red, 
blue, green, yellow and black. 
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the dealer. The acrylic plastic (a 
product of Rohm & Haas Co., Phila- 
delphia) which is widely used for 
aircraft cockpit enclosures, boat 
windshields, and _ auto _ tail-light 
lenses, is the most durable, weather 
resistant plastic available for signs. 

The signs are about half the 
weight of steel-and-neon signs of 
the same size, and are therefore 
cheaper to ship, easier to handle 
and erect. They are illuminated by 
standard fluorescent tubes or in- 
candescent bulbs, which the dealer 
himself can replace. Lighting costs 
are about 25% lower than for other 
types of well illuminated signs and 
lighting maintenance is kept to a 
minimum because the tubes are 
completely enclosed within the sign 
and protected from damage. 


> The new sign program is working 
out well. It has provided a unified 
family of signs, adaptable to the in- 
dividual dealer’s need, but with a 
strong, uniform recognition factor 
inherent in all units. The distribu- 
tor is relieved of the responsibility 
of working out sign designs for his 


Cheesecake and Cream Noxema 
Chemical Co. stars a young lady from 
its Own organization in a_ point-of-pur- 
chase display card for a product display 
or counter. 


Cheesecake “To 
and Cream 


promote 
medicated cream, 
try cheesecake,” is 
the sentiment of Noxema Chemical 
Co., and proves it with a special 
display card “starring” a young 
lady from its own organization. 
Pretty as a picture, Miss Noxema 
sits on top of a mass display of 
Noxema as she dangles alluringly 
contoured legs that peek out from 
her coach-style robe. While she can 
also be placed on top of a counter, 
the lady must sit since the special 
easel extends only half way down 
the back of the card. The card was 


customers. He picks his signs from 
a catalog and forwards his orders 
to RCA, where we pool them and 
transmit them to Ad-Pact, which 
ships the signs from stock. As an 
additional service to our dealers, 
Ad-Pact checks every incoming or- 
der against the sign codes for the 
dealer’s community and will make 
any modifications required for local 
approval. 

The final designs of some signs 
were completed only a few months 
ago and we have prepared promo- 
tional literature on the program. 
Until recently, we relied largely on 
informal word-of-mouth merchan- 
dising of the new signs, yet the rate 
of sign distribution has increased 
by more than 200% over the old 
models for a comparable period. 
This distribution will increase sub- 
stantially as a result of a broadside 
promotion to dealers and distribu- 
tors describing the Plexiglas signs, 
their advantages, how to adapt them 
to local needs, and the thinking be- 
hind this new approach to coopera- 
tive sign programs through coordi- 
nated design. a4 


designed by Noxema’s advertising 
manager, Stanley Wood, and pro- 
duction was handled by Sweeney 
Lithograph Co. 


Artist’s Palette 
For Color TV 


How to best dis- 
play a color tv set? 
RCA Victor Tele- 
vision tells its color story with a 
large-scale artist’s palette that holds 
miniature scaled wood carvings of 
tv sets and fashion figures revolving 
on the palette’s color spots. The 
palette is 82x80x42” and features 
dimensional letters reading “Big 
Color” while another copy panel 
forms the background. Special 
lighting effects illuminate the color 
spots and the translucent plastic 
background. W. L. Stensgaard, Chi- 
cago, handled production of the 
display for RCA. 


By George, 
That’s Beer! 


Rheingold’s _lat- 
est beer promotion 
combines the lov- 
able and myopic Mr. Magoo and an 
old-style flying machine that re- 
volves around a mass display of 
six-pack, Rheingold beer cartons. A 
large beer-can facsimile sits on a 
post in the center of the mass dis- 
play, and Magoo’s feelings, “By 
George, That’s Beer!” stands in 
large type beneath Magoo and his 
flying machine. Rheingold reports 
a doubling of sales in locations us- 
ing the display. Production was by 
Schmidt Lithograph Co., San Fran- 
cisco. 44 





.~and no carbonation! 


Refreshing if 


“Poster Plus’’ Campaign . . . Outdoor 
ads proved effective single medium in 
recent soft drink campaign when 
backed-up by special merchandising. 


Poster Merchandising 
Boosts Bottler’s Sales 


Using outdoor posters as the only 
medium in a recent soft drink cam- 
paign, W. G. Thornton, owner-man- 
ager of the Fresno Beverage Co., 
Calif., upped the sale of Birely’s at 
least 25% by merchandising his 
poster ads. 

The campaign started in June and 
ended in September with different 
poster showings each month. Photo- 
graphs and a short descriptive story 
of each month’s poster were dis- 
tributed, along with additional 
point-of-purchase material, to Fres- 
no grocery outlets by Birely men. 

Results, according to Mr. Thorn- 
ton, showed not only the 25% boost 
in the sales of Birely’s, but also 
opened new grocery outlets. 44 


Printed Sign Service 
Described in Brochure 


Facts and prices on a low-cost 
service for printed signs are avail- 
able in an eight-page brochure from 
Stewart Signs, Newark, N.J. 

Cost of the signs can be as low 
as four cents per letter, according 
to the brochure, because the com- 
pany supplies the signs only through 
the mail with no pick-up or de- 
livery service. 

All signs are made to order and 
can be done on a choice of card- 
board or cover stock with no extra 
charges for printing in two colors. 

Among the type of signs offered 
by the service are: 


@ Giant book sheets that serve the 
same purpose as flip chart presenta- 
tions. 


@ Point-of-purchase merchandising 
signs. 


@ Printed Scrolls on lifetime rag 
paper. 


® Three-Ring Binder presentation 
sheets that can be printed on both 
sides. 


The brochure also includes eight 
tipped-in samples of the sign stocks 
used in a variety of colors and com- 
plete ordering instructions. 


. .. for more details circle 722, page 105 


GET YOUR LIMIT... 


in profits from increased 


sales volume by using 


WIRE DISPLAYS 


Why Colonel Nashville builds 
better display MERCHANDISERS 


*& CREATIVE DESIGN—c.rperience-enginecring-custom tailoring 
%& PRODUCTION CONTROL—five complete manufacturing plants 
*& QUALITY CONTROL— inspection rated superior 


& SERVICE—warehousing - drop shipments - complete shipping 
facilities 


Write us for illustrated folder 


NASHVILLE DISPLAY 


MANUFACTURING COMPANY 


P.O. BOX 491 
2505 Bransford Avenue @ Phone: CYpress 7-4379 @ Nashville, Tenn. 


SY NCHROLN 


SYNCHRON 30 SUPER HI-TORQUE TIMING 
MOTOR 


Ideal for short term application operating turn- 
tables, display wheels, rotating signs, etc. Easily 
adapted to any special display motion. 30 inch 
ounces guaranteed torque at 1 RPM. 


SYNCHRON 20 HI-TORQUE TIMING MOTOR 


For long term operation of turn-tables, display 
wheels, and rotating signs. Easily adapted to 
any special display motion. 20 inch ounces 
guaranteed torque at 1 RPM. 


Write for more information now! 


HANSEN MFG. COMPANY, INC. 
ESTABLISHED 1907 Princeton 11, Indiana 


Hansen Representatives The Fromm Co., 5254 W. Madison St., Chicago, Ill. R. H. Winslow Assoc., 123 E 
37th St., New York, N.Y. Electric Motor Engineering, Inc., 8255 Beverly Bivd., Los Angeles 48, Cal., and 3907 
iyon Ave., Oakland, Cal., H. C. Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, Binghamton, New York 
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CELLULOSE ACETATE 


PLEXIGLAS 


VINYLITE 


POLYSTYRENE 


POLYETHYLENE 


ACETATE BUTYRATE 


lerton Ave 


) 
TRANSILWRAP COMPANY 


eb ai. if 
Henvis St... Pk 


FOR INFORMATIVE 


ydelphia 40 ae) 


FREE BOOKLETS 


14.16 N 
SPRINGFiElS 


ar + March 1957 


Anniversary Greetings . . 


. Guilty of forgetting former wedding anniversaries, ad 


exec. Harry Jobson celebrated 20th wedding date in big way by renting 24-sheet 
poster in Miami to salute and salaam Mrs. Jobson. 


Artist Follows Songster 
In Outdoor Ad Success 


When a lady artist from Ala- 
bama who wanted New York rec- 
ognition for her paintings read 
about a Miami songwriter winning 
an audition with Perry Como by 
asking for it on an outdoor poster 
(see AR, June, 1956), it sparked 
the idea for New York’s most un- 
usual art show. 

Traveling to New York with 14 
oil paintings, Mrs. Ruth Hook of 
Birmingham, Ala., made arrange- 
ments to rent an outdoor advertis- 
ing panel in the heart of Times 
Square. The paintings, ranging in 
price from $125 to $400 apiece, were 
hung on the outdoor poster with 
no more protection than plastic 
covers. The only copy on the panel 
was Mrs. Hook’s full name, and her 
Birmingham address. 

Mrs. Hook rented the panel for 
ten days at a cost of $400, and her 
dramatic attempt to call attention 
to her paintings proved not only an 
effective “calling card” into Man- 
hattan art circles, but also won her 
a commission to paint a poster of 
“Vulcan,” Birmingham’s iron man. 

The location chosen for the fin- 
ished poster was, suitably enough, 
the same outdoor panel Mrs. Hook 
used for her “one man” art show. 

44 


Stainless Steel Bulletins 
Described in Brochure 
A brochure describing stainless 


steel bulletin boards with snap copy 
holders is available from the R-K 


Manufacturing Co., 
Mo. 

The bulletin frames are con- 
structed entirely of stainless steel 
with 44” tempered masonite backs, 
glass shields set in rubber to permit 
outdoor use, and locks to prevent 
tampering. The copy panels at the 
top of the board are removable, and 
the snap holders eliminate the need 
for tacks or pins. 

Each board is 23x35” and a 
49x42” double board unit with a 
clock or temperature headboard is 
also available. 

The brochure is well illustrated 
and features a tipped-on sample of 
the stainless steel used in the bulle- 
tin boards. 


Monroe City, 


. « . for more details circle 721, page 105 


Frozen Custard Drive-ins 
Use Plexiglas Cone Signs 
Summer motorists are being lured 


into stopping at Dairy Queen outlets 
from New England to New Mexico by 


King-Size Cones. . 
Queen drive-ins, 


. Developed for Dairy 

interior - illuminated 
Plexiglas pylon sign lights evenly without 
glare, and is resistant to weather, stones, 
hail. etc. 





seven-foot glowing Plexiglas cones 
that can be seen a half-mile away. 

Basic idea of the signs is a double 
display which not only shows the 
Dairy Queen name but also tempts 
appetites with a luscious image of the 
product. Other advantages listed for 
the signs include easy identification 
for motorists who need time to stop 
their cars and even easier product 
identification for the small fry who 
may not yet be able to read but who 
certainly know an ice cream cone 
when they see one! 

Set on a six-foot royal blue disc 
that contains the Dairy Queen logo, 
the crisp brown cone appears to be 
filled with a mound of cream-colored 
frozen custard. 44 


New Color-Lighting Kit 
Developed for Posters 


A new outdoor color lighting kit 
that can be used with ordinary 75 
and 150-watt sealed beam projector 
lamps, has been introduced by 
Stonco Electric Products Co., Ken- 
ilworth, N.J. 

The unit consists of an aluminum 
lensholder that slips easily over the 
lamp and locks in place with stain- 
less steel clips, and four inter- 
changeable lenses in red, green, 
amber and blue. 

The new lighting kit is reported 
to give color spotlighting and flood- 
lighting with a minimum of light 
loss. In addition to its usefulness 
for colorful poster lighting, the unit 
can be used for indoor as well as 
outdoor displays. 44 


Room ino 


Dual-Use Promotion Piece 


(fear } on 
ny amen -glas 


\y FURNACE 
' FILTERS 


Profit-Pak Keeps Filters 
In Customer’s Full View 


Doubling as a shipping carton, 
a new self-contained display for 
AMER-glas furnace filters was 
launched by American Air Filter 
Co., Louisville. Called the Profit 
Pak, the “self-service” display oc- 
cupies only 20” of floor space, yet 
contains 26 white filters in eight of 
the fastest moving sizes. 

One complete end of the carton 
zips open with a simple tear-tab 
like a package of cigarets, expos- 
ing the entire supply of filters. It 
can be displayed either on the floor 
or counter and comes equipped with 
a display card for the top of the 


unit. 44 


Two-way display is based on magazine ad layout for Marlite 





plastic-finished wall and ceiling paneling. Folded side tells lumber dealer of preselling 
prospect promotion while other side unfolds to become 11x34” retail display banner. 
Banner side reproduces full-color half-page ad run in Better Homes and Gardens, placed 
“on end” instead of upright to give wider view of Ving Smith room design 


ata 
Wa 


WITH DURABLE 


GLEAM SATIN 
CURE La 8) 
SAA ye) 


Yam (ica 
rer a 
than ever COSt 


a oe 


HOLLYWOOD 
eae 


116 East 32nd Street; New York 16, N.Y 
Telephone. ORegon 9-4790 


Turn 

Waste Space 
into 

Selling Space 
with 2-way 
Vertical 
Banners 


Double your sales punch with 
these 2-way displays of strong 
outdoor cloth in brilliant Day-Glo 
colors. 3 ft. x 6 ft. Fit any size 
pole; form two signs for building 
front. 8 stock messages. $10.95 
pair with hardware; $8.25 with- 
out. Less in quantity. Also cus- 
tom-made with your own message 
and design. 


FREE CATALOG! 


Shows Pratt's complete 
line of outdoor pennants, 
banners, posters, vertical 
and mobile displays, and 
letter-banners. Write for 
your copy now! 


THE PRATT POSTER CO. 


PRINTCRAFT BLDG. e« INDIANAPOLIS 4, IND 
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Bieyed Gpuide ond 


Imadex of Adwertisers 


Art & Photography 


Enterprise Photos 
Flexible Layouts 

Idea Art 

Kier Photo Service 
Lewis Studios Inc. 
Mack, Douglas 

Major Photo Co. 
Multi-Ad Services Inc. 
Photo-Matic Co. 
Statmaster Corp. . 
Sterling Studios 
Stivers Studio . 
United Press Associations 
Zepp Photo Service 


Art Supplies 


Bienfang Paper Co. Inc. 52 
Chicago Cardboard Co. 73 
Craftint Mfg. Co. 
_ Inside Front Cover 
Flax Artists’ Materials 68 
Lewis Artist Supply C 57 
Mark Specialty Co. 104 
Natl. Card, Mat & Board 
18 


Co. 
Paasche Airbrush Co. 8 
Audio Aids 


Recorded Publications Labs 104 


Balloons 


Eagle Rubber Co. Inc. 
Pioneer Rubber Co. 


Banners 


Gotham Advertising Displays 89 
Hollywood Banners . 18, 101 
Pratt Poster Co. . 87, 101 
Binders, Catalog Covers 


Acco Products Inc. 
Beaverite Products Inc. 
Belford Co. Inc. 

Elbe File & Binder Co. Inc. 
Heinn Co. 

Sales Tools Inc. . 
Sloves Mechanica 


Binding 
Co. tne. . 


Binding Equipment & 
Materials 


Acco Products Inc. 
Calendars 

Colortone Press 
Camera Lucida 
Goodkin, M. P., Co. .. 
Clipping Services 


Burrelle’s Press Clipping 
Bureau s 4 


Control Boards 
Graphic Systems .. 
Conventions 


Advertising Specialty Natl. 
27 
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Copyfitting Aids 
Copy Clipper 
Haberule Co. 
Lee, Arthur B. 


Cropping & Scaling 
Instruments 


Brandt Corp. 
Decals 


Allied Decals Inc 104 
American Decalcomania Co. 17 


Direct Advertising 


Advertising Aids Inc. 
Berliner Mailing Lists Inc. 
Brodie Advertising Service 
Carr Organization 
Haskell, B., Printing Co. 
Letter Shop Inc. 

Natl. Creative Sales Inc. 
Teich, Curt & Co. Inc. 
Display Drapes 
Hollywood Banner: 


Display Motors 


Hankscraft Co. 
Hansen ‘Mfg. Co. 


Displays, Metal 

Mayer Mfg. Corp. 

Displays, Molded 

Sculpture! Promotions Inc. ..104 
Displays, Wire 


Mayer Mfg. Corp. 
Nashville Display Mfg. Co. 


Easels 
Oravisual Co. Inc. 
Envelopes 


Du-Plex Onvelope Corp. 
Tension Envelope Corp. . 


Film Processing 

Labcraft International Corp. 
Flannelboards 

Ohio Flock-Cote Co. 


Fluorescent Colors & 


Inks 
Inco Co. . ve: 42 
Lawter Chemicals Inc. 40A 
Radiant Color Co. ...... 


Fluorescent Papers & 
Materials 


Radiant Color Co. . 


Gravure Services 


International Color Gravure 
Inc. 


Imprinting 
Sersen’s Imprinting Inc 


Inks, Silk Screen 


Process 


Naz-Dar Co. 


Invisible Ink Postcards 


Moss, M. E., & Co. 
Labels 


Avery Adhesive Label Corp. 35 
Hollander, Allen, Co. Inc. 104 


Letter Shops 


Brodie Advertising Service 
Letter Shop Inc. 


Lettering Devices 
Varigraph Co. Inc. 
Loose Leaf Products 


Elbe File & Binder Co. Inc. 
Heinn Co. 


Mailing Lists 
Berliner Mailing Lists Inc 


Offset Plates, 


Presensitized 
Remington Rand 
Packaging 
Paper Package Co 
Packaging Stocks 


Oxford Paper Co. 
Transilwrap Co. 


Paperboard 


International Paper Co. 
Sorg Paper Co. 


Papers, Cover 


Beckett Paper Co. 
Eastern Corp. . . 
International Paper Co. 
Marvellum Co. 

Mohawk Paper Mills Inc. 
Peninsular Paper Co. 
Sorg Paper Co. .... 


Papers, Letterhead & 
Duplicating 


Eastern Corp. 45 
Gilbert Paper Co. ..Back Cover 
Hammermill Paper Co. 16A 
International Paper Co. 64A 
Neenah Paper Co. . 65 
New York & Pennsylvania Co. 20 


Papers, Printing 


Avery Paper Co. 8 
Beckett Paper Co. 32A 
Champion-International Co. 48A 
Chillicothe Paper Co. 8A 
Eastern Corp. 45 
International Paper Co. 64A 
Mohawk Paper Mills Inc. 63 
New York & Pennsylvania Co. 20 
Northwest Paper Co. 24A 
Oxford Paper Co. 56A 


Papers, Specialty 


Avery Paper Co. 81 
Beckett Paper Co. 32A 
Bienfang Paper Co. Inc. 52 
Brown-Bridge Mills Inc. 86 
New York & Pennsylvania Co. 20 
Sorg Paper Co. 54 


Paste-Up Type 
Craftint Mfg. Co. 
Inside Front Cover 


Photo Lettering 


Bullard, Howard O., Inc. 90 
Rapid Typographers Inc. 104 
Scott, John A., Co. 68 


Photo Lettering 
Machines 


Davidson Corp. 


Photo Prints, Quantity 


Kier Photo Service 
Major Photo Co. 
Photo-Matic Co. 
Zepp Photo Service 


Photo Reporting 


United Press Associations 
Photo Typesetting 
Warwick Typographers 


Photoengraving & 
Platemaking 


Collins, .Miller & Hutching 

Inc. Scapa 4l 
Dot Engravers Inc. 40B 
International Color Gravure 

Inc. 2 
Northwestern Photo Engrav 

ing Co. 50 
Reilly Electrotype Co. 43 
Stafford Engraving Co. 104 


Photographic Equipment 
Statmaster Corp. 12-13 
Photographic Materials 

Eastman Kodak Co. 


Plastic Plates 


74-75 


Reilly Electrotype Co. 


Post Cards, Color 


Advertising Aids, Inc. 
Teich, Curt, & Co. Inc. 

















Premiums & Specialties 


Advertising Specialty Natl. 

Assn. Belcan a 
American Neckwear Mfg. 

Co. be a 
Belnap & Thompson Inc. 29 
Candyland .104 
Eagle Rubber Co. Inc. ae 
Listo Pencil Corp. 16 
Lux Clock Mfg. Co. Inc. 10 
Pioneer Rubber Co. . eh ae 
Premium Service Co. 28 
World Wide Art Studios 32 
Zippo Mfg. Co. 31 
Premium Services 
Premium Service Co. 28 
Presentation Materials 
Belford Co. Inc. 30 
Ohio Flock-Cote Co. 78 
Oravisual Co. Inc. 83 
Sales Tools Inc. 80 
Sle ves Mecnanical B nding 

¢ . we. 40B 
Presentations 
Chartmakers Inc. 80 
Printed Specialties 
Eureka Specialty Printin j 

Co. 46 
Printing 
Arrow Lithographing C 73 
Carey Press Corp. 59 
Clement, J. W., Co. 68A 
Colortone Press 104 
Cuneo Press Inc. 51 
Eureka Specialty Printing 

C 46 


Graphic Enterprises of Mil 
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Acco Products Inc. 14 
Advertising Aids Inc. 58 
Advertising Specialty Na 

tional Assn. 27 
Advertising Typographers 

Assn. ot America Inc. 66 
Allen Hollander Co. In 104 
Allied Decals Inc. 104 
American Decalcomania Co. 17 
American Neckwear Mta. 

Co. 32 
Arrow Lithographing Co. 73 
Avery Adhesive Label Corp. 35 
Avery Paper Co. 8I 
Bartz, F. H. 34 
Beaverite Products Inc 90 
Beckett Paper Co. 32A 
Belford Co. Inc. 30 
Belnap & Thompson Inc. 29 
Berliner Mailing Lists Inc. 58 
Bienfang Paper C 52 
Brandt Corp. 89 
Brodie Advertising Service 57 
Brown-Bridge Mills Inc. 86 
Bullard Inc., Howard O. 90 
Bundscho Inc., J. M. 49 
Burrelle's Press Clipping Bu 

reau 58 
Candyland 104 
Carey Press Corp. 59 
Carr Organization 56 
Champion-International Co. 48A 
Chartmakers Inc. 80 
Chicago Cardboard Co. 73 
Chillicothe Paper Co. 8A 
Clement Co., J. W. 68A 
Collins, Miller & Hutchings 

Inc. 4l 
Colortone Press * 104 
Copy Clipper 68 
Craftint Mfg. Co. 

Inside Front Cover 
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a Ne 104 
Ketter. &: 0. Ge.. a... 
Lewis Studios Inc. 104 


M.F.A. Publishing Dept. .. 48 
Rapid Copy Service Inc. ..... 72 


Teich, Curt, & Co. Inc. ........ 60 
Ullman Co. Inc. .... eee 
Projectors 

Radio Corp. of America sap 
Tel-A-Story Inc. 87 
Reply Cards 

Haskell, B., Printing Co. 48 


Sales Incentives 


Belnap & Thompson Inc. 29 
Sales Letters 

Haskell, B., Printing Co. 48 
Natl. Creative Sales Inc. . 8 


Self-Sticking Specialties 
Avery Adhesive Label Corp. 35 


Avery Paper Co. 81 
Hollander, Allen, Co., Inc. ..104 
Kleen-Stik Products Inc 7 


Meyercord Co. ~ oe 
Screen Process Printing Co. 48 


Shows & Exhibits 


Gardner Displays Co. 88A 

General Exhibits & Displays 
Inc. . _ Inside Back Cover 

Signs & Identification 
Materials 


Allied Decals inc. 104 
American Decalcomania Co. I7 


Donaldson Art Sign Co. 96A 
Grace Sign & Mfg. Co. 15 
Kleen-Stik Products Inc. 7 


Cuneo Press Inc. 51 
Davidson Corp. 49 
Display Sales 5 
Donaldson Art Sign Co. _..96A 
Dot Engravers Inc. 40B 
Du-Plex Onvelope Corp. 56 
Eagle Rubber Co. Inc. 29 
Eastern Corp. 45 
Eastman Kodak Co. 74-75 


Elbe File & Binder Co. Inc.....4 
Enterprise Photos 57 
Eureka Specialty Printing 
co ; 46 
Flax Artists’ Materials 68 
Flexible Layouts 104 
Gardner Displays Co. 88A 
General Exhibits & Display 
Inc. Inside Back Cover 
Gilbert Paper Co. Back Cover 
Goodkin Co., M. P. 86 
Gotham Advertising Displays 89 
Grace Sign & Mfg. Co. 15 
Graphic Enterprises of Mil 
waukee Inc. 104 
Graphic Systems 83 
Haberule Co. 68 
Hammermill Paper Co. 16A 
Hankscraft Co. 69 
Hansen Mfg. Co. Inc. 99 
Haskell Printing Co. 48 
Heinn Co. 19 
Hollywood Banners 18, 101 
Idea Art 84 
Inco Co. 42 
International Color Gravure 
Inc. . 2 
International Paper Co. 64A 
Keller Co., D. F. 47 
Kier Photo Service 47 


Meyercord Co. a ae 
Plasti-Line Inc. - . 95 
Pollack Poster Print Inc. 93 
Pratt Poster Co. .. 87, 101 
Robertson Sign Co. ............100 
Signs, Illuminated Plastic 
Plasti-Line Inc. . <3 . 95 
Signs, Metal 
Donaldson Art Sign Co. ...96A 
Signs, Silk Screen 
Process 
Donaldson Art Sign Co. ....96A 
Grace Sign & Mfg. Co. 15 
Silk Screen Process 
Printing 


Screen Process Printing Co. 48 
Slide Duplicating 


Realist Inc. . = 83 
World In Color Productions 104 


Stock Art 


Flexible Layouts 104 
Idea Art . 84 
Multi-Ad Services Inc. 104 
Sterling Studios ..... 47 
Stivers Studio 57 
Stock Display Materials 
Pollack Poster Print Inc. 93 
Stock Photos 

Enterprise Photos 57 
Mack, Douglas 87 
Sterling Studios 47 
United Press Associations 77 
Stock Postcards 

Carr Organization Ge 


Kleen-Stik Products Inc. 7 


Labcraft International Corp. 81 


Lawter Chemicals Inc. 40A 
Lee, Arthur B. . 68 
Letter Shop Inc. . 59 
Lewis Artists Supply Co. —.. 57 
Lewis Studios Inc. 104 
Listo Pencil Corp. 16 
Lux Clock Mfg. Co. In 10 
Mack, Douglas . 87 
Major Photo Co. ve 
Mark Specialty Co. 104 
Marvellum Co. 52 
Mayer Mfg. Corp. 64 
Meyercord Co. 97 
M.F.A. Publishing Dept 48 
Mohawk Paper Mill: 63 
Monsen Typographers Inx 70 
Moss & Co., M.E. 58 
Multi-Ad Services 104 


Nashville Display Mfg. Co... 99 
National Card, Mat & Board 


RI isnt a . 18 
National Creative Sales Inc. 8 
National Tag Co. 34 
Naz-Dar Co. 6 
Neenah Paper Co. 65 


New York & Pennsylvania Co. 20 


Northwest Paper Co. 24A 
Northwestern Photo Enagrav 

ing Co. ....- 50 
Ohio Flock-Cote Co. 78 
Oravisual Co. Inc. 83 
Oxford Paper Co. 56A 
Paasche Airbrush C 8 
Paper Package Co. 69 
Peninsular Paper Co. 72A 
Photo-Matic Co. 26 
Pioneer Rubber Co. 26 


Tags 


Natl. Tag Co. pee 34 
Standard Tag Co. ......... 34 


Tape Duplicating 
Recorded Publications Labs 104 


Typography 

Advertising Typographers 
Assn. of America 66 

Bartz, F. H. . 34 


Bullard, Howard O., Inc. 90 
Bundscho, J. M., Inc. - . 49 
Craftint Mfg. Co. ; 

.. Inside Front Cover 
Davidson Corp. 49 
Monsen Typographers Inc. .. 70 


Rapid Typographers Inc. 104 
Scott, John A., Co. 68 
Warwick Typographers Inc. 84 
Visual Aids 
Belford Co. Inc. 30 
Chartmakers Inc. 80 
Graphic Systems 83 
Ohio Flock-Cote Co. 78 
Oravisual Co. Inc. 83 
Radio Corp. of America | 
Sales Tools Inc. 80 
Sloves Mechanical Binding 
Co. Inc. 40B 
Tel-A-Story Inc. ; 87 
Window & Store Displays 
Display Sales 5 
Hankscraft Co. 69 
Hansen Mfg. Co. Inc. 99 
Mayer Mfg. Corp. 64 
Nashville Display Mfg. Co. .. 99 
Pollack Poster Print Inc. 93 
Sculptural Promotions Inc. ..104 
Tel-A-Story Inc. 87 
Ullman Co. Inc. 38 
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ALPHABETICAL INDEX 





Plasti-Line !nc. 95 
Pollack Poster Print Inc. 93 
Pratt Poster Co. 87, 101 
Premium Service Co. Inc 28 
Radiant Color Co. 80A 
Radio Corp. of America | 
Rapid Copy Service Inc 72 
Rapid Typographers Inc. 104 
Reali tT Inc. 83 
Recorded Publications Labs. 104 
Reilly Electrotype Co. 43 
Remington Rand Division of 
Sperry Rand Corp. a 
Robert Sign Co. 100 
Sales Tools Inc. 80 
Scott Co., John A. 68 


Screen Process Printing Co. 48 


Sculptural Promotions Inc. 104 
Sersen's Imprinting Inc. 48 
Sloves Mechanical Binding 
Co. Inc. 40B 
Sorg Paper Co. 54 
Stafford Engraving Co. 104 
Standard Tag Co. 34 
Statmaster Corp. 12-13 
Sterling Studios 47 
Stivers Studic 57 
Teich & Co. Inc., Curt 60 
Tel-A-Story Inc. 87 
Tension Enve pe Corp. 60 
Transilwrap Co. 100 
Uliman Co. Inc. 38 
United Press Assns. 77 
Var grapt Co. Inc 30 


Warwick Typoaraphers Inc 84 


World In Color Productions 104 
World Wide Art Studios 32 
Ze pp Photo Service 30 
Zippo Mfa. C 31 





March 1957 + ar + 103 








Froud Sourcnd for 


Services and Supplies 


Advertising Services 


LABELING PROBLEM? 


TEX solve it with ‘able labels’ 


exes <0 GUMMED, PRESSURE-SENSITIVE, 
15 SF” HEAT-SEAL, EMBOSSED, 
EVERY TYPE 


~ Call MOtt Haven 5-1818 
or write for ‘Able Label’ Aids Folder 


ern 


NOL LANDER 


_» - Dept. AR- 385 Gerard Ave., New York 51, N. Y. 


MADE TO YOUR SPECIFICATIONS 


CLEVELAND 3, OHIO 


Photo Prints 


THINK OF (Tf 


Beautiful Offset Reproductions of 
glossy photos on 8/2" x 11" 
vellum stock. 

Write for prices and sempies 


cove SPARKLE vam 


LEWIS STUDIOS inc. 
PHOTOGRAPHY © PRINTING @ ART 
15 So. Grove Street, E. Orange, N. J. | 
Low COST - FAST SERVICE 


P.O.P. Display 


etl 
Vea siete 8422 HOUGH AVE. 
i ett el a tall hhh A 


SCULPTURAL PROMOTIONS, INC. 


No mold charges 
for smart sculptured P-O-P 
long and short runs 
LEXINGTON AVE 


a4a2 PERSONALIZED QUALITY MINT 
AND LOLLYPOP PACKETS ‘ 


the inexpensive, appreciated, impression-moking, F* 
goodwill giveowoys thot create o good taste in customer 
relotionship instantly! Send for FREE somples ondf- 
detoils today! ise 


CANDYLAND 


491 Neptune Ave., Dept. C-3 5 


Brooklyn 24, N. Y. 


MARK SPECIALTY CO. 
183 St. Paul St. Rochester 4. N.Y 


March 1957 





Engravings 


PIXUR COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 


Save '2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 


AND PRICES 
STAFFORD ENGRAVING CO. 


229 N. PENN. ST. « INDIANAPOLIS 
Color Slides 


35MM. COLOR SLIDE DUPLICATES 


9 cents each — (12 Minimum per scene) 
Made from any size original transparencies 
up to 4 by 5 inches. 


Samples. Free test run offer. 
Write 


WORLD IN COLOR PRODUCTIONS 
Box 392-A, Elmira, N.Y. 


Color Prints 


BRILLIANT/ > ACCURATE/ 


LOW IN COST/ 


GEM Color—TOP QUALITY letter- 
press printing at LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


ars 
Terared Kecrareras | Ce ean ed 


UTH SECO MILWAUKEE 4, WiS 


Stock Art 


An issue of the monthly Clipper is yours to 
use without cost. You can create sparkling 
layouts for printed matter with scissors and 
paste pot. No obligation. Address... 


MULTI-AD SERVICES, INC. 


Box 806N, Peoria, Illinois 


(ready for the offset camera) 


READY MADE LAYOUTS for 
1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
illustrations in the blank spaces 


1,000s of LAYOUT VARIATIONS POSSIBLE by 
changing position of Layout Components (re- 
verses, bendays, boxes, etc. . .) 


SAMPLE KIT . . $1.00. . 
201 West 89th St., 


. FLEXIBLE LAYOUTS 
New York City 24 


Representative Wanted 


PACKAGING REPRESENTATIVE 


Major packaging manufacturer in NYC, offering 
outstanding design in semi-rigid transparent con- 
tainers, seeks Rep with following of consumer 
products. Lucrative territories available on com- 
mission basis. Reply stating lines carried and 
territory covered. Write Box 28, c/o Advertising 
Requirements, 200 E. Illinois Street, Chicago 11, 
Ill. 








Help Wanted 


CIRCULATION 
MANAGER 


Outstanding industrial publication requires 
circulation manager to handle all phases 
of its circulation program. 


Reporting to the publisher, the manager 
in cooperation with editorial and 
managements, will 
improving 


sales 
recommend plans for 
coverage of buying infivences 
in industrial markets. He will develop cir- 
culation policies, determine circulation 
potential, maintain control of circulation 
quality, and recommend subscriber-service 
policies and methods of improving renewal 
percentages. He will develop methods to 
increase effectiveness of mail and field 
selling and provide accurate analysis of 
circulation coverage and trends. 


The man we select will have a familicrity 
with industry and will have had experience 
in circulation management, sales promotion 
and direct sales. 


Send complete resume and salary require- 
ments to Box 566, 125 W. 41 St., N.Y. 36. 


Hand-Lettering 


¢ 
; o 


for hand lettering! 


Rapid Film-Lettering All Styles! 
No Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street, New York 17, N. Y. 
MUrray Hill 8-2445 
*TO ANY SIZE YOU WANT! 
Order from Style Book AR — on request. 
Delivery anywhere in the U.S.A. 


Tape Duplication 
SEND YOUR PERSONALITY ALONG 


Speak simultaneously to all salesmen, distributors 
regardless of number or locale, for less than $1 per 
hour per branch via our tape duplication service 
Any number of branches in USA covered in 48 
hours. Full facts from- — 


RECORDED PUBLICATIONS LABS 
1544-1556 Pierce Ave... Camden 5 NJ 
WOodlawn 3-3000 WAlnut 22-4649 


Specialties 
TO $-T-R-E-T-C-H EXECUTIVE TIME 


and for all who work on a schedule and can't 
afford to miss the deadline ... use this desk- 
pad-size JUMBO PLANNING CALENDAR: one 
17” x 22” sheet for each month with a large 
2%," square box for each day te give you 
plenty of space to write your commitments 
and make notes ... to help you plan your 
time in advance. Also on same sheet small 
calendar of preceding and following month. 
Supply limited! Send $2.75 for one, $10 for 
five or $20 for a dozen JUMBO CALENDARS to 
COLORTONE PRESS, Creative Lithogra- 
phers & Photo-Typographers . . . 2412- 


24 17th Street, NW, Washington, D. C. 





701/Circle on Readers’ Service Card 
High Speed Films 

. « « @ recent pamphlet from Eastman 
Kodak explains the advantages of high- 
speed motion pictures in engineering. 
Case histories from five companies show 
how trouble spots and inefficiencies in 
operating mechanisms can be sighted 
quickly. (Page 76) 


702/Circle on Readers’ Service Card 
“Mellerdrama” Booklet 

. @ novel booklet from ORRadio In- 
dustries Inc., points up the advantages of 
its Irish Magnetic Tape and shows how it 
can foil the seven dastardly villians of 
poor recording and reception. (Page 82) 


703/Circle on Readers’ Service Card 
Agendascope Details 

. . - Corcon Inc., New York, offers details 
on a new speaker's aid that enables the 
chairman or assistant to flash silent 
messages to the speaker as the occasion 
demands. (Page 82) 


704/Circle on Readers’ Service Card 
Laminated Film Tape 

. . . Minnesota Mining and Mig. Co. dis- 
cusses laminated magnetic tracks for mo- 
tion picture film in the company’s “Sound 
Talk” bulletin No, 33. (Page 82) 


705 /Circle on Readers’ Service Card 
The Cellomatic Story 

. an illustrated booklet from Cellomatic 
Corp. describes the company’s recently 
patented process of animated projection 
in complete detail through a clear-cut 
series of diagrams. (Page 83) 


70G/Circle on Readers’ Service Card 
New Strip Coating 
. - Chemical Consulting Service offers 
full details on a new type of strip coating 
that gives mar-resistant protection to al- 
most any type of show exhibit surface. 
(Page 88) 


707/Circle on Readers’ Service Card 
Typro Style Book 

. a 20-page booklet from Halber Corp., 
Chicago, presents standard typefaces, 
hand-lettering styles, scripts, specialties 
and novelties for use with the Typro photo 
lettering machine. Suggested applications 
are also offered. (Page 70) 


for your copy of publications 


| Advertising 


Hequirements 


SU t UE: 
SOTTO! 


& Send for these free helpful selling tools 


708/Circle on Readers’ Service Card 
Type Selector 

. « - 400 typefaces are illustrated in Frank- 
lin Typographers’ catalog, with character 
and pica counts scaled on each page for 
easy copyfitting. A sample page is 
offered. (Page 70) 


708/Circle on Readers’ Service Card 
Proofreaders’ Guide 
- » « @ complete list of proofreaders’ marks 
is available from Intertype Corp., Brook- 
lyn. It shows 42 signs commonly used by 
authors and proofreaders. They are 
printed on a handy 84x54" sheet. 
(Page 70) 
716/Circle on Readers’ Service Card 
De Roos Type Folder 
. .. the entire series of book and display 
sizes of De Roos is illustrated in a three- 
color folder from Amsterdam Continental 
Types and Graphic Equipment Inc., New 
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BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Hl. 


York. The leaflet is printed in five lan- 
guages. (Page 70) 


711/Circle on Readers’ Service Card 
Kodak Catalog 

- a comprehensive listing of booklets 
published on photography is available 
from Eastman Kodak Co. (Page 76) 


712/Circle on Readers’ Service Card 
Mailing List Catalog 

. . . direct mail lists in a wide variety of 
categories in the United States and Can- 
ada are contained in the 1956-1957 cata- 
log from Fritz S. Hofheimer. (Page 58) 


713/Circle on Readers’ Service Card 
Direct Mail Manual 

. . @ 56-page combination catalog and 
reference book from R. L. Polk & Co, in- 
cludes not only listings of 6,000 mailing 
lists, but also includes some helpful fea- 
tures in the production of better direct 
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714/Circle on Readers’ Service Card 
Hardware Directory 

- the T. K. Sanderson Organization 
offers sample pages of a new directory 
that lists, for the first time, over 34,000 
hardware retailers, whclesalers and man- 
ufacturers. (Page 58) 


718 /Cirele on Readers’ Service Card 
Armada Cover Samples 
. a new leatherette cover is illustrated 
in a series of 8'/.x11" samples issued by 
Springfield Coated Paper Corp., Camden, 
N.J. It prints well by letterpress, offset, 
gravure, silk screen and flexography. 
(Page 49) 


716/Circle on Readers’ Service Card 
Bulletins on Magnesium Plates 

. features of electrically controlled, 
deep etched photoengravings for flexo 
graphic, folding carton and corrugated 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 94.9, P. L. & R.. Chicago, Ml. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 
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printing are outlined in reports available 
from Oshkosh Engraving Co. (Page 49) 


717/Circle on Readers’ Service Card 
Modern Gloss Enamel 

. . « Press proofs of this machine-coated 
enamel from Consolidated Water Power & 
Paper Co., show it as used on the cover 
of Charm. Trial sheets are also offered 
for your printer. (Page 50) 


718/Circle on Readers’ Service Card 
Planograph Folder 
. @ price schedule from Gregg-Moore 
Lithographing Co., Chicago, offers con- 
venient tables for comparing the costs of 
planograph printing in quantities from 100 
to 10,000, on a variety of paper stocks. 
(Page 46) 


71@/Circle on Readers’ Service Card 
New Plate Repairs 
. improved techniques announced by 


*Please print or type information below 


PRODUCTS SOLD 


CITY & ZONE 


*®Note: inquiries for items listed 
not serviced beyond June 15, 1957. 


Reilly Electrotype Division, New York, 
make adaptions and corrections to letter- 
press plates possible that were previously 
extremely difficult. Information on this 
“rescue work" is offered. (Page 47) 


720/Circle on Readers’ Service Card 
Tru-Colour Vellum 

- @ versatile paper that takes letter- 
press, offset or screen process printing 
well is sampled in a new folder from 
Tileston & Hollingsworth Co., Boston. 


(Page 47) 


721/Circle on Readers’ Service Card 
Stainless Steel Bulletins 

- an illustrated brochure describing the 
construction and special features of a line 
of stainless steel brochures is available 
from the R. K. Manufacturing Co., Monroe 
City, Mo. (Page 100) 


722/Circle on Readers’ Service Card 
Printed Sign Service 

. . . an eight-page brochure from Stewart 
Signs describes a low-cost printed sign 
service available by mail order only. 


(Page $9) 


723/Circle on Readers’ Service Card 
Engraving Booklet 

. Chambers-Storch Co., describes its 
facilities for engraving gravure printing 
cylinders of all sizes in a 12-page, two- 
color brochure. (Page 52) 


724/Circle on Readers’ Service Card 
Little Car Facts 

. @ fact sheet from William A. Recker 
Co., Birmingham, Ala., gives full informa- 
tion on an electric sportscar for the small 
fry that runs from five to seven miles an 
hour and is built to match the best in 
sportscar automotive design. (Page 32) 


728/Circle on Readers’ Service Card 
Artype Supplement 

- @ new brochure shows additions in 
typefaces, ornaments and symbols in the 
Artype series of photolettering forms. This 
brings to almost 1,000 the stock items 
available to admen and artists. (Page 9) 
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EXHIBIT PARADE 


...it’s AMAZING the difference FIBERGLAS makes 
and how highly technical engineering data and 
normally dull installation instructions were trans- 
formed into this inviting, easy-to-read, quickly under- 
stood and convincing exhibit. Used by Owens-Corning 
Fiberglas Corp. at trade shows and sales meetings. 


‘Hospitality Terrace”’ is the name of this smart dining 
place where Standard Brands Inc. serves Chase & 
Sanborn Coffee and Danish pastry at trade shows to 
thousands of restaurant, hotel and bakery customers 
and prospects. Main structure is 10’ 6” high, but 
exhibit is built so portions of front can be used in 
shows having 8’ background height limitations. An 
example of planned multi-use possibilities. 


eneral exhibits 


2100 N. RACINE AVE. - CHICAGO 


Convention Exhibits ¢ Commercial Interiors ¢ Merchandising Displays ¢ Sales Presentations ¢ Models e Dioramas 


This is an Exhibit? Well, it’s really a Camera Shop 
that’s one of the best retail outlets for cameras and 
film in the country. Adjoining it is an historical exhibit 
and a life size replica of an old-time 1890 photog- 
rapher’s shop, operated by EASTMAN KODAK CO. 
Both were designed, built and installed by us in 
Disneyland at Anaheim, Calif. 


PROBLEM: How to display over 2500 cutlery and 
kitchenware products, ranging in quality from 10¢ 
store items to imported cutlery sets, in a space 19’ x 
70’. The EKCO PRODUCTS CO. showroom shown 
above is our solution. Good design created a quality 
setting for all lines. A novel feature is row of panels 
at left—revolving manually, they carry merchandise 
on both faces, provide double display area. 


and displays ine. 


14, ILL. + PHONE: EASTGATE 7-0100 
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OFFSET LITHOGRAPH ERS 


THE ACME DALLAS COMPANY 
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EWELS BY TRABERT & HOEFFER INC 


Csilbert Papers 


You'll find an unusual brilliance to Gilbert Quality Papers made 
possible by the carefully selected and specially processed new CILBERT 
cotton fibres used in their manufacture. This brilliance is further 


PAPER COMPANY 
enhanced, through tub-sizing and air-drying, by a rich cockle 
finish always associated with fine papers. In addition, 
Gilbert Papers are outstanding for strength, permanence and 


permit neat, easy erasures. Ask your printing supplier. 


A GOOD LETTER !IS ALWAYS BETTER...WRITTEN ON A GILBERT COTTON FIBRE PAPER 





